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Story of the W 
Attic Fan 
Tell It Plainly 


The Myth of Business Research 
They Guess, Too 

Thank You 

Contributor’s Corner 


Story of the Week 


“Recently the board chairman and 
the president of a prominent New 
York corporation decided to make 
two important personnel shifts in 
the executive group. It was agreed 
that these changes should not be 
announced for two weeks, and in the 
meantime they were to be Top Secret. 

“Just before lunch on the day the 
announcement was to be made, the 
president buzzed for his secretary 
and dictated the official notice of the 
changes. 

“I’m going to lunch now,” he told 
her. “This notice is not to be re- 
leased until two o’clock. Meanwhile, 
don’t breathe a word of this to any- 
one.” 

“Why Mr. White,” replied the sec- 
retary, “the elevator man told me all 
about these changes last Friday.”— 
Rogers & Slade “Management Briefs” 


Attic Fan 


From our suburban weekly news- 
paper we appropriate this item: 

“The following little gem occurred 
some time ago but we just heard 
about it. A local gent, in the process 
of building his first house, found 
himself enchanted with the idea of 
having an attic fan. He talked it 
over with everyone and sundry, in- 
cluding a manufacturer of attic fans 
and insisted he wanted the ‘biggest, 
strongest, blowingest’ fan they made. 
When the manufacturer explained 
that the fan’s size should be in keep- 
ing with the house, our hero poo- 
poohed THAT idea; to him, the 
bigger the fan the better the breeze, 
no matter what size the house. 
Sooooo, in spite of the admonitions of 
the architect, builder, and fan expert, 
the little man bought and had in- 
stalled, the largest fan they had and 
one that is usually only used in fac- 
tories. 

“The house was finished during the 
winter months and on the day of the 
big house warming it was bitter 
cold ... so ‘cheery-like’ they decided 
to have the fireplaces lighted in each 
room. So far so good UNTIL the 
host decided to show off his attic 
fan. He wanted to show the guests 
how wrong everyone was about the 
size of the fan... and show them 
how quickly it would cool down the 
house. He turned it on and in a 
trice things happened to the house 
that shouldn’t happen to a dog! It 
literally ‘DREW’ the fires right out 
of the fireplaces where they naturally 
landed on the rugs and most of the 
furniture. 

“The guests were forming a bucket 
brigade in each room .. . the fire de- 
partment had to be called and we will 
leave to your imagination, what 
happened to the brand new pastel 
rugs and upholstery, to say nothing 
of the freshly painted and papered 
walls in each room. What the hostess 
had to say, we will also leave to your 
imagination.” 


Tell It Plainly 


Best advertisement we've seen in 
a long time was penned by a high 
school classmate, Manford Buckner— 
who is the proprietor of a filling sta- 
tion on the southward outskirts of 
our old home town, Marshall, Il. 


Manford Buckner’s advertisement 
in The Marshall Herald reads: 


‘Concluded on Page 8, Column 1) 
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Dealers Warned 
To Watch Rules 
For Contests 


WASHINGTON, D. C.—Observing 
in its latest bulletin that the Govern- 
ment seems to be cracking down on 
give-aways of all kinds, the Electric 
Institute of Washington called at- 
tention to.a recent ruling of the Post 
Office regarding store promotion 
schemes in which prizes are awarded. 

The Institute said the Post Office 
would frown upon such promotions 
as a violation of the Federal lottery 
laws if a contestant was required to 
be present at the drawing. 

“If the contestant merely has to 
register his name at the store to be 
eligible for a prize, that is all right, 
so long as he ‘contributes no time nor 
effort’ to be present at the drawing,” 
the institute explained. “The offering 
of a ‘bonus prize’ to the winner if he 
is present when the drawing is made 


(Concluded on Page 4, Column 5) 


Hotpoint To Keep 
Allocating Models 


CHICAGO—Allocation of five re- 
frigerator models to distributors will 
be continued by Hotpoint, Inc., until 
probably the latter part of Septem- 
ber, the company has announced. 

Supply is running’ considerably 
behind demand for the 6-cu. ft. stand- 
ard, 8-cu. ft. standard, 6-cu. ft. de- 
luxe, the 10-cu. ft. deluxe, and the 
10-cu. ft. two-zone, two-door model, 
it was indicated. 

Hotpoint’s distributor in Detroit 
reported that the greatest demand 
and shortest supply were in tl.e most 
expensive and least expensive refrig- 
erators in the line. 


Nov.13-14 New Dates for 
Contractors’ Convention 


CHICAGO—The Refrigeration and 
Air Conditioning Contractors Asso- 
ciation (formerly the National Asso- 
ciation of Refrigeration Contractors) 
has announced that its fourth annual 
convention will be held in Atlantic 
City on Nov. 13 and 14, instead of 
on the previously-set dates of Nov. 
16 and 17. 

Warren W. Farr, convention pro- 
gram chairman, said the new dates 
were selected so that contractors will 
be free to attend meetings and in- 
spect exhibits as desired during the 
entire period of the All-Industry 
Exposition. 

The association’s general meetings 
will be held Sunday morning and 
afternoon, Nov. 13. A luncheon is 
also planned for that day, with 
Robert B. Dawkins of the Federal 
Trade Commission as the speaker. 

Included on the general-meeting 
program will be a talk by Harry M. 
Bowser, manager of the education 
department of Thomas A. Edison, 
Inc., West Orange, N. J., on “Return 
to Salesmanship,’ and another by 
C. S. Stackpole, vice president and 
general sales manager, Airtemp Div. 
of Chrysler Corp., on “Air Condition- 
ing Imagineering.” 

Monday morning, Nov. 14, will be 
devoted to business meetings of the 


(Concluded on Page 4, Column 1) 


NFFLA Meeting Opens 
Aug. 29, NOT Aug. 22 


CHICAGO — Opening day of the 
tenth annual convention of the Na- 
tional Frozen Food Locker Associa- 
tion is Monday, Aug. 29. A headline 
in last week’s NEWS erroneously 
gave Aug. 22 as the date of the first 
day’s events. 


NEW YORK CITY—More and 
more of the larger metropolitan de- 
partment and furniture stores are 
resorting to the ‘‘no-down-payment” 
policy on major appliances in an 
effort to keep merchandise moving. 

But many outlets have put the 
plan into effect without fanfare and 
restrict it to regular patrons. Others 
try to get down payments if possible 
and closely check customer credit 
when it is not. 

In numerous cases, the nothing- 
down policy has been adopted reluct- 
antly in order to meet competition. 
Not a few stores are still refusing 
to make such offers, although inti- 
mating that they might be forced to 
do so in time. 

A good many retailers show no 
sign of joining the movement, in 
general maintaining terms ranging 
from 10 to 25% down and up to 
three years to pay off the balance. 
They argue that the no-down-pay- 
ment plan results in increased ex- 
penses and reduced profits for busi- 
ness and excessive interest charges 
for the customer. 

“Even in the deepest depression 
period, we didn’t abolish down pay- 
ments,” exclaimed the head of an 
outlet in Boston, where three large 
stores are selling appliances for 
nothing down. “I’d rather lose sales 
than let a bad credit risk have mer- 
chandise. The end result can only be 


Oct. 12-15 Set for 
[act Conference 


NEW YORK CITY—tThe 14th an- 
nual conference of the International 
Association of Electrical Leagues 
will be held at the Cleveland hotel, 
Cleveland, from Oct. 12 to 15, inclu- 
sive, J. Clark Chamberlain, IAEL 
president, has announced. 

A program committee, consisting 
of J. G. Waddell, Boston, chairman; 
S. E. Strunk, Cleveland; J. A. Morri- 
son, Philadelphia; and W. G. Hills, 
Washington, D. C., held a meeting in 
Chicago recently to draft the pro- 
gram. 

This conference will cover the out- 
look from an economic point of view, 
problems and opportunities facing 
the appliance industry, why women 
buy home freezers, the lighting sur- 
vey being conducted in Indianapolis, 
farm electrification, the legal point of 
view in association operation, train- 


(Concluded on Page 21, Column 1) 


B. W. Hanson Elected 
President of Schaefer 


MINNEAPOLIS—Bernard W. Han- 
son, formerly vice president and 
treasurer of Schaefer, Inc., has been 
elected president of the company in 
a change of management. 

Hanson succeeds Harold L. Schae- 
fer, founder and president, who has 
been elected chairman of the board of 
directors. 

Robert B. Norris, formerly vice 
president, becomes vice president and 
secretary, and Alfred H. Rose, for- 
merly sales manager, has_ been 


elected vice president in charge of. 


sales. 

In addition to his duties as presi- 
dent, Hanson retains the title of trea- 
surer, and with Norris and Rose, has 
assumed active management of the 
company. 

Founded in 1929, when Mr. Schae- 
fer reportedly manufactured the first 
brineless ice cream cabinet in the 
United States, the company has 
grown to a point where it maintains 
branches and representatives in prin- 
cipal cities throughout the country. 
The firm employs 300 to 500 people 
in its modern plant at 801 Washing- 


(Concluded on Page 4, Column 4) 


‘Nothing Down’ Policy Gains Headway 
But Many Score Plan as Profit-Cutter 


a heavy accumulation of bad ac- 
counts.” 

An opposite opinion was voiced by 
an official of the first concern in the 
‘Boston area to offer appliances with- 
out a down payment: 

“A checkup of our 1932 and 1933 
accounts, when we operated under 
the ‘no down payment’ policy, showed 
that they were all good accounts 
so we felt it would be a good move 
to make today, with plenty of money 
around.” 

In New York City, established cus- 
tomers of most large department and 
furniture stores can buy appliances 
without reaching for the wallet. Ten 
per cent down and 18 months are the 
terms most new customers have to 
meet. 

Washington seems to be one of the 


(Concluded on Page 4, Column 2) 


McQuay Outlines 
Ice Maker Plans 


MINNEAPOLIS — Plans for mer- 
chandising and national distribution 
of a new automatic ice maker were 
outlined for the national sales rep- 
resentatives of McQuay, Inc., here 
by H. Blake Thomas, vice president 
in charge of sales, at a special meet- 
ing in the plant. 

The ice maker produces ice cubes 
on the user’s premises. Advantages 
claimed are savings of up to 85% on 
commercial ice costs; more cooling 
surface due to shape of cubes; and 
ease of handling as the cubes will 
not freeze together. 

McQuay recently purchased a new 
factory building at Faribault, Minn., 
and will transfer production of the 
ice maker to the new quarters im- 
mediately. 

Sales will be made by American 
Automatic Ice Machine Co., a newly- 
organized subsidiary of McQuay. * 

The meeting was attended by A. L. 
Brown, Atlanta; T. Stikeleather, Cin- 


(Concluded on Back Page, Column 5) 


Next Please! 


Freezers Rate Second on 
List of Wanted Appliances 


SAN FRANCISCO—Home freezers 
ran a very close second in consumer 
preferences as the ‘next to buy” 
appliance, it was indicated in an 
extensive promotion campaign con- 
ducted by the Northern California 
Electrical Bureau. 

Washing machines were first with 
2,584 potential buyers, but right be- 
hind were freezers with 2,551. 

This data was compiled by the 
bureau from information oa 9,000 
blanks submitted as entries in a 
limerick contest. 

In San Francisco, the largest of 
the 15 communities participating in 
the campaign, freezers ranked only 
fifth in preference, while washers 
were still in first. Suburban and rural 
communities gave freezers a much 
higher ranking. 

Ranking of the other “next to buy” 
appliances put television third with 
2,180, ranges fourth with 2,173, and 
refrigerators fifth with 2,153. 


Nashville Beats ’48 
May-July Sales Record 


NASHVILLE, Tenn. — Appliance 
sales in May, June, and July showed 
a substantial increase over the same 
period in 1948, which had been con- 
sidered the peak year, according to 
Nashville Electric Service, the local 
utility. 

(Concluded on Back Page, Column 2) 


Little Chance 
Of Excise Tax 
Cut Seen In °49 


Committee Head’s Forecast 


That Bill Won’t Pass This 
Year Stirs Rival In House 


WASHINGTON, D. C.—There is no 
probability of a reduction in excise 
taxes this year, according to Rep. 
Doughton, chairman of the House 
Ways and Means Committee. 

“I believe it is important to make 
this clear so that consumers will not 
postpone the purchase of goods sub- 
ject to tax in the hope of an immedi- 
ate reduction,” he said. 

However, Rep. Martin, House 
minority leader, demanded that hear- 
ings on a bill to reduce excise taxes 
be started at once so Congress can 
vote before adjournment. He claimed 
that a “good majority” of both the 
House and Senate favor repeal of 
the taxes and that “this majority 
deserves the right to vote upon the 
proposal now. 

“I would like to suggest if the 
Democratic members of the Ways 
and Means Committee will join with 
the Republican members, an excise 
tax reduction bill could be reported 
within a week,” he declared. 

He said that the objectives of the 
wartime taxes have been achieved 
and that the job now is to “keep 
our economy rolling.” 


Gibson’50 Line To 
Bow at 4 Meetings 


GREENVILLE, Mich.—New 1950 
line of refrigerators, electric ranges, 
and home freezers will be revealed 
to Gibson Refrigerator Co. distribu- 
tors during a series of four regional 
meetings to be held early this fall, 
according to J. L. Johnson, Gibson 
sales manager. 

The meetings have been scheduled 
for Oct. 3-4 in New Orleans, Oct. 
10-11 in Grand Rapids, Oct. 17-18 
in New York City, and Oct. 24-25 
in San Francisco. 

A departure from the recent Gib- 
son procedure of holding one large 
“national convention,” the regional 
meetings have been designed to at- 
tract not only distributor principals, 
but also distributor personnel. 

“We believe the distributors’ whole- 
sale man, or field salesman, his pro- 
motion man, and his service manager, 


(Concluded on Page 21, Column 2) 
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Survey Shows How Air 
Conditioning Bolsters 
Sales of Dept. Stores 


NEW YORK CITY—Some direct 
evidence on the manner in which air 
conditioning can bolster up sagging 
summer sales in department stores 
has been collected by The Wall Street 
Journal in a survey made to deter- 
mine why department stores tumbled 
so precipitously the week of Aug. 12 
(16% below the similar week in 
1948). 

From New Year’s Day through 
Aug 6 department stores had man- 
aged to keep their dollar volume on 
the average only a moderate 5% 
behind last year’s place. 

“Why the sudden nose dive?’ the 
Wall Street Journal asked. “High on 
the list of ‘villains’ is last week’s 
scorching heat wave. 

“An official of a Philadelphia store 
laments: ‘I have no doubt we could 
have reaped at least 10% more sales 
last week with an air conditioning 
unit in operation.’ 

“In corroboration of his view,” the 
Journal continues: ‘Dollar’ sales in 
a big Quaker City store which is air 
conditioned sagged only 9% last week 
under the ’48 level compared with a 
20% decline for all six centrally lo- 
cated stores there. Four of the six 
lack air conditioning.” 


Ferguson Electric Opens 


ROANOKE, Va.— Ferguson Elec- 
tric Co., 1302 Grandin Rd., S. W., 
featuring Universal electric refrig- 
erators and other appliances, held 
its formal opening Aug. 19. 
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Mfr. Denies Freezers Sent 
To Vaughan Were ‘Rejects’ 
Or ‘Experimental Models’ 


WASHINGTON, D. C. — Those 
seven freezers delivered to Gen. 
Harry Vaughan and friends back in 
1945-46 were neither “factory rejects” 
nor “experimental models” according 
to testimony recently made before a 
Senate investigations subcommittee. 

Asked by Senator Karl E. Mundt 
whether the freezers were factory 
rejects, Albert J. Gross, former head 
of the firm that made the freezers, 
said: ‘We had no such animal.” He 
further stated that his company had 
sold $18,000-$20,000 of the freezers 
prior to the time the shipment to 
Vaughan was completed. 

Robert L. Quirk, vice president of 
the Quirk Co., testified that his firm 
had built some of the cabinets for 
the Gross company freezers but had 
used only the best obtainable mate- 
rial in them. 

“Was there anything about the 
work that was experimental or de- 
fective in any way?” he was asked. 

“No,” Mr. Quirk stated, “there was 
nothing defective on our part.” 

Also testifying before the subcom- 
mittee was David Bennett, executive 
in an advertising agency which 
handles an account for the Verley Co. 
which negotiated the freezer gifts. 
He said that he had overheard Gen. 
Vaughan trying to arrange for a 
freezer for the summer White House 
in Independence, Mo. 

“They were trying to get some- 
thing to serve the purpose,” Bennett 
explained. “In fact, they were trying 
to get a Coca-Cola freezer some- 


where and I mentioned to Gen. 
Vaughan the fact that I had seen a 
freezer on display in the window of 
a small shop in a little community 
where I live.” 

Bennett denied, however, that he 
had offered to ship the unit to 
Independence. 


Retail Ads Spoof 
Vaughan Quiz 


1. Dealer Gives Perfume 


NATCHEZ, Miss.—Reversing the 
tactics of the perfume company 
which allegedly gave home freezers 
to government officials in Washing- 
ton, E. T. (Pete) Jackson, local ap- 
pliance dealer, advertised: 

“Due to the fact that a perfume 
company has been giving away home 
freezers that we sell, we will give 
away free perfume Monday.” 


2. Store Offers “5% Deal’ 


ELMIRA, N. Y.—The Cash Electric 
Inc., 248 W. Water St., dealer in 
plumbing supplies and appliances, 
made capital of a current Washing- 
ton investigation with a catchy news- 
paper advertisement headed: “All the 
Five Percenters Aren’t Down in 
Washington.” 

Read the copy: “Would you like 
to make 5% on a deal? Then shop 
at Cash Electric Inc. for your elec- 
tric and plumbing supplies.” 


New Refrigeration Firm Set Up 


SPARTANBURG, S. C.—Spartan- 
burg Refrigeration Co. has opened 
at 282 N. Church St. 


FRONT 


small but... | 
MIGHTY 
PEERLESS 
Pl—E PLATE COIL 
uses all the fin and tube y 


coils? 


When the room for a 
powered coil cooler is 
always limited, why 
take up usable space 
with inefficient square 


The Peerless Pie 
Plate Coil utilizes all 
of the cooling surface, fits in less space, is designed compactly for 
maximum efficiency. 

This power packed round coil of improved evaporator design is ideal 
for such cooling applications as direct draw bars, soda fountains, 
reach-in refrigerators, etc. 

Sketches at the left show typical wastéd coil installation and the ~ 
100% utilization of fin and tube in the Peerless Pie Plate Coil. 


PIE PLATE BLOWER UNIT 


CAPACITY DIMENSIONS WEIGHT 
110 BTU/Hr/1°} 734" D x 834" W Furnished w/ fan guard 
MODEL NO. 83-V T. D. x 91/7," H. 9# net List Price, $60.00 — Freight allowed. 
135 BTU/Hr/1°| 734" Dx 10!" W Furnished w/ fan guard 
MODEL NO. 103-V T. D. x 144" H. 11'/># net | List Price, $72.00 — Freight allowed. 


PEERLESS OF AMERICA, INC. 2901 w. tawrence ave., CHICAGO 25, ILL. 


G-E Air Conditioning 
Dept. Franchises 3 
Firms as Parts Depots 


BLOOMFIELD, N. J.—The Gen- 
eral Electric Co.’s Air Conditioning 
Department has recently franchised 
three additional concerns as parts 
depots. These firms are Paramount 
Electrical Supply Co., Inc., New 
York City; United Commercial Sales 
Co., Los Angeles; and Perry-Mann 
Electric Co., located in Columbia, 
S. €. 

As parts depots, they will handle 
the sale of G-E condensing units up 
to and including 10-hp. They will 
also stock repair and replacement 
parts for all G-E condensing units, 
and G-E sealed condensing units for 
replacement purposes. 

Approximately 60 similar parts 
depots have been set up throughout 
the country by General Electric to 
promote the sales of condensing units 
and to facilitate the distribution of 
renewal parts to fixture and equip- 


ment manufacturers’ customers, 
wholesalers, retailers, as well as 
servicers. 


The Paramount Electrical Supply 
Co., handling refrigeration, air con- 
ditioning, ventilating, heating, and 
electrical supplies and equipment, will 
conduct parts depot operations in 14 
metropolitan New York counties. The 
firm was founded in 1922 by its 
present-day officers, Harry Ralston, 
president; Herb Hammersley, vice 
president; and Charles Kabat, sec- 
retary and treasurer. From its eight- 
story building at 19-21 Beekman S&t., 
New York City, Paramount conducts 
both a domestic and exporting busi- 
ness. 

United Commercial Sales Co., one 
of the largest supply houses on the 
West Coast, has been a General Elec- 
tric distributor since 1939. Originally 
a retailing distributor, the firm con- 
verted to the wholesale supply busi- 
ness in 1944, and now handles re- 
frigeration, heating, and air condi- 
tioning products and a wide variety 
of parts. 

United’s officers include A. H. 
Reinach, president-general manager; 
Gordon C. Clarke, vice president and 
sales manager; and A. W. Anderson, 
secretary and treasurer. Serving 
southern California, west Arizona, 
and southern Nevada, the firm has 
its main offices at 233 W. 32nd St., 
and a branch at 8237 W. Third St., 
Los Angeles. 

The Perry-Mann Electric Co. is 
celebrating its golden anniversary 
this year, having served South Caro- 
lina’s electrical needs for 50 years. 
As in the case of its distribution ac- 
tivities on General Electric products, 
the parts depot activities of this or- 
ganization will serve the entire state 
of South Carolina. 

Headed by President W. L. Perry, 
the firm’s other officers include vice 
presidents Charles Webb, R. E. 
Brown, and D. A. Amme; Secretary 
J. K. Nelson, and Treasurer H. G. 
Brady. With main offices at 901 
Taylor St., Columbia, the firm also 
conducts business from branches in 
the cities of Charleston and Green- 
ville. 


No Controls To Adjust 


* * * 


Oasis Dehumidifier Takes 
3 Gals. of Moisture from 
Air Within 24-Hour Period 


COLUMBUS, Ohio — Manufacture 
of the new Oasis air drier, an eco- 
nomical electrical appliance for auto- 
matically removing excess moisture 
from the air, has just been announced 
by A. R. Benua, president of The 
Ebco Mfg. Co. here. 

According to Benua, the Oasis air 
drier will take almost 3 gals. of 
excess moisture from the air every 
24 hours, in an average-size, closed 
area, under high temperature, high 
humidity conditions. 

By continually removing excess 
moisture from the air, the air drier 
eliminates the problems of mildew, 
mold, and rust on valuable machin- 
ery, books, and clothing. The product 
is ideal for installations in basement 
workshops, utility and _ recreation 
rooms, department store warehouses, 
telephone offices, hotel commissaries, 
and offices. 

Benua further stated that year- 
long factory tests on the air drier 
indicate that operating cost will aver- 
age only a few cents a day. 

The new Oasis air drier is equip- 
ped with a %-hp. hermetically-sealed 
condensing unit, sealed in oil at the 
factory and requiring no further lub- 
rication or attention. For conve- 
nience in disposing of water, a re- 
movable, galvanized container is 
furnished with each air drier. 

The Oasis air drier is available for 
110-volt, 50-60 cycle, single-phase, 
alternating current only. Weighing 
approximately 100 lbs, the product 
measures 12% in. in width, is 20 in. 
high, and 21% in. long. Priced at 
$146.75, f.o.b. Columbus. 


Frozen Coffee Testing Set 


NEW YORK CITY — Snow Crop 
Marketers, Inc., has announced that 
it is introducing the newest develop- 
ment in frozen foods—frozen coffee 
concentrate—in four test market 
areas. 


NEW..... 


NEW 1949 CATALOG 


—illustrating above 
model, and the com- 
plete Perlick line, is 
just off the press. 
Write us if you have 
not received a copy! 


All-In-One 
PACEMAKER by Perlick 


Available @ Typical Perlick 
promptly 


Write for full details. 


PERLICK BRASS CO. 


Milwaukee 10, Wisconsin 


@ 2 halves on tap— 
one in storage. 


© 128 bottles in dry 
cold storage. 

@ Equipped with Air 
Cooled Faucet 
Standards. 

@ Fits under all bars. 

@ Stainless steel top. 


© Hermetically sealed 
condensing unit 
built into cabinet. 


quality construc- 
tion. 
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“Pin Point” CAA Covittiol 


nstant-acting Alco Solenoid Valves control 


refrigerant flow with “pin point'’ accuracy. 


They are electrically operated by the temperature 


of the medium to be cooled and respond instantly. 


Immune to heat, cold, moisture or current variations. 


Rugged, corrosion-proof construction ¢ Moisture- 
resistant coils e Positive closing ¢ Available at 
your wholesaler’s for all refrigerants and appli- 
cations. For full details request Bulletin covering 


intended use. 


ALCO SOLENOID VALVES 


Designers and Manufacturers 
of Thermostatic Expansion 
Valves; Pressure Regulating 
Valves; Solenoid Valves; 
Float Valves; Float Switches. 


" ALCO VALVE CO. 


853 KINGSLAND AVE. «+ ST. LOUIS 5, MO. 
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Contractors To Meet-- 


(Concluded from Page 1, Column 2) 
membership, with adjournment sched- 
uled in time to allow members to 
attend the opening of the exposition 
at 2 p.m. 

The association said it will release 
the detailed program in the near 
future. 


Abbott Named Sales Mgr. 
At McCray Refrigerator 


KENDALLVILLE, Ind. — McCray 
Refrigerator Co. here, has announced 
the appointment of R. E. Abbott to 
the position of 
sales manager in 
charge of national 
accounts. 

In this capacity 
he will be respon- 
sible for sales in 
the supermarket 
and chain _ store 
field and for the 
wholesale business 
of the company. 

Abbott is not a 
new man in the 
McCray organiza- 
tion. His 14 years of experience as 
head of the service department and 
as assistant sales manager qualify 
him for his new position. 

He is a graduate of Purdue uni- 
versity, holding a bachelor of science 
degree in mechanical refrigeration 
engineering. He is a veteran of World 


R. E. Abbott 


- War II, completing his four years 


(one year overseas) service with the 
rank of Lieutenant Colonel. 


No-Down-Payment Drive-- 


(Concluded from Page 1, Column 4) 


few towns where the no-down-pay- 
ment policy is not gaining headway, 
according to a recent bulletin of the 
Electric Institute of that city. Not- 
ing that ‘“‘the situation is fairly stable 
here,” the bulletin said: 

“Although a few stores here offer 
terms below 10% down, most of them 
hold pretty close to 20%, although 
the length of time allowed for pay- 
ment has generally been extended 
over the past few months.” 

Likewise, department stores. in 
Philadelphia were said to be scorn- 
ing the nothing-down plan, although 
keeping a sharp eye on smaller out- 
lets which are reportedly boosting 
sales by the method. An official of 
one big store observed: “Let one 
major retailer start it and the others 
will undoubtedly follow.” 

The trend is not confined to the 
East. In Chicago, a big store has 
not only adopted the plan but even 
gives away a $3.45 pen and pencil 
set to customers who buy table model 
radios. Buyers can have a month be- 
fore they start weekly payments. 

In Salt Lake City, three large ap- 
pliance outlets recently adopted the 
policy. One of them_ reportedly 
grossed $15,000 in the first few days, 
40 refrigerators accounting for part 
of this total. 

Another said publication of one 
advertisement resulted in the sale 
of all close-out stock of Leonard 
refrigerators. The third claimed “very 
exceptional” results. 

Smaller outlets which do not han- 
dle their own paper are unable to 
sell for nothing down since banks 
require down payments before they 
will finance sales. 


They Fill Key Schaefer Management Posts 


R. B. NORRIS 
Vice Pres.-Secretary 


éb 


B. W. HANSON 
President 


Brc Spoilage Plan Covers : 


Freezers, Display Cases 


BINGHAMTON, N. Y.—A _ new 
program, designed to provide protec- 
tion against frozen food spoilage, has 
been adopted by the Brewer-Titchener 
Corp. here, covering all home freezers 
and frozen food and ice cream dis- 
play cases manufacturerd by BTC. 

The new program insures pur- 
chasers against losses occuring as a 
result of mechanical, structural, fail- 
ure or in-operation of a component 
part. No charge is made for the 
five-year plan. 

Under the program, food spoilage 
losses on 6 to 9-cu. ft. cabinets are 
covered up to $100; on 10 to 17-cu. ft. 
cabinets, up to $200; and on 18 to 
25-cu. ft. cabinets, up to $300. 


~] 


THE WORLD’S 


FINEST 


leading appliance manufacturers are l 
listed among Grand Rapids Brass cus- Lae 
tomers. Because in building the . 


APPLIANCES 


HAVE 


that will continue to look like new and 
function perfectly through long years 
of service — hardware which will 


such customer-attracting features as 
smart, modern designs, beautiful = 
chrome-plated finishes, and locks with 
“Living Action” which assure easy 
dependable operation. 


GRAND RAPIDS BRASS = 
will be glad to estimate your needs in =( 
commercial, domestic refrigeration _“ 
hardware, stove hardware and name- a 


HARDWARE 


that will give you and your customers 
assurance of satisfaction, outstanding 
quality and workmanship. 


Manufacturers of hardware for COMMERCIAL REFRIGERATORS, DOMESTIC 
REFRIGERATORS, GAS STOVES, WASHING MACHINES, ELECTRIC RANGES 


DIVISION OF CRAMPTON MANUFACTURING COMPANY 


products, in terms of quality and 
value, it is only natural that they 
select hardware for their 


plates for all kinds of appliances... 


GRAND RAPIDS 4, MICHIGAN 


ae 


A. H. ROSE 
Vice Pres. In Charge of Sales 
s 6 @ 


Schaefer Officers - - 


(Concluded from Page 1, Column 3) 


ton Ave. North here, and in branches 
and sales offices. 

Hanson joined Schaefer’ shortly 
after its inception, as auditor and 
credit manager, and was secretary 
and treasurer from 1937 to 1942. 
Norris, who is in charge of produc- 
tion, has been with the company 
since its founding, and has been active 
in the refrigeration business for 25 
years. Rose came to Minneapolis 
from Bloomington, Ill., where he was 
in charge of the freezer division of 
the Portable Elevator Mfg. Co. 

The change in management follows 
closely the announcement of the new 
Schaefer line for 1950. 

“While we contemplate no change 
in policy, we are expanding our 


—@ manufacturing facilities and expect 


to materially increase our volume 
in the coming year,’’ Hanson said. 

“New distributing offices are being 
opened as rapidly as facilities will 
permit, and with the increased use 
of frozen foods both in the home 
and commercially, we look forward 
to a continuing growth and expan- 
sion.” 


Correction 


In an article on the meter plan 
for selling household appliances, pub- 
lished in the Aug. 15 issue of AIR 
CONDITIONING & REFRIGERATION NEWS, 
it was stated erroneously that In- 
ternational Register Co.’s coin meter 
device could be changed so it would 
take half-dollars. 

Actually, the meter operates on 
quarters only, according to A. M. 
Kinney, company vice president. 

“Larger daily payments are ob- 
tained simply by changing the tim- 
ing interval gears in the meter,” he 
explained. ‘Thus, it can be set to col- 
lect a quarter for 12 hours, or two 
quarters a day.” 


Net Profit, Sales of Whiting 
For Year Reach New Peaks 


CHICAGO — Net profit and net 
sales of Whiting Corp. for the year 
ended April 30 set new records. 

Net profit was $588,872, equal to 
$2.46 a share, compared with $585,- 
893, or $2.45 a share, for the preced- 
ing fiscal year. Net sales totaled $17,- 
196,966, a gain of 11% over the 
$15,384,030 volume recorded the year 
before. 


Dealer Contest Rules - - 


(Concluded from Page 1, Column 2) 


is also considered ‘objectionable’.”’ 

After noting that “Now, the FCC 
comes along and practically rules all 
give-away shows off the air... .,” the 
institute commented: 

“All retailers and perhaps most 
manufacturers would probably wel- 
come an end to give-away programs. 
The publicity a manufacturer got 
from giving away a refrigerator, 
radio, television set, or what-not may 
have been good advertising for him, 
but some doubt this. Usually, he went 
along with the idea more or less be- 
cause he felt he was compelled to 
because his competitor was doing it. 

“Retailers don’t like the idea of 
anything being ‘given away.’ It is 
their business to sell merchandise 
and every time somebody gets a re- 
frigerator for nothing, that is one 
less that some retailer might have 
sold.” 


6 Mos. Refrigerator Sales 
Reported by Distributors 
Of 11 Manufacturers 


SALES OF ELECTRIC HOUSEHOLD 
REFRIGERATORS BY DISTRIBUTORS 
& DEALERS—BY STATES 


Summary for First Six Months, 1949 
Reports were received from 11 companies 


STATES UNIT SALES 
errr ee rrr 44,402 
Err ore 9,339 
0 ep rere rr re 45,889 
errr errr 109,659 
er ere 20,913 
oo er 20,132 
SRR re ere eee 4,021 
District of Columbia: .......... 16,654 
EEE, nS ig tessa eeenkaneernne 35,889 
MINES Sean's Suivain b< ae awn wae 47,267 
NE Se ihe ore lv aoe ai Ns 7,022 
2554 oeeees st oes wane 92,960 
Re re rere re 50,340 
ES A We 55.4 Sie hae Cua eae eee 43,842 
DE is saacwekines de aiaansus 27,943 
EE. «Seg Sa pal ena peers a 44,206 
re ee ee ee 49,740 
Peer ere ie ee 12,078 
EL oe ioe a alia x aly Saha a  weR 22,804 
MORE, ooo iccccsesssaesics 41,583 
i RR ee ere rrr 61,933 
DY sc 2C bow atahkesGeanaiwaes 39,607 
Ce: Siiciens can eeraaee Ks 34,366 
DEE. “Sd ee kawkca sewn Keeas wees 69,072 
EE ugk t'ct0ad 40040 e4aa5Awes . 7,810 
IRS. Mists elerg Wiese aia aie eer lewele 24,501 
TIOVGGE civcccssd Oe OTe 1,969 
ee 7,760 
oo . Serr Terre re 50,105 
Se ME cians cneeiseaeans 7,915 
Perr 148,694 
oo re 56,362 
North Dakota ......... eve heres 10,998 
SSS ae eee eee ee 76,548 
NE © 050545 Cie wae REN wes 40,501 
ror re ter ere 19,227 
i i CCT ee 112,208 
io ee ee 13,575 
| re 25,880 
ME, MOE. iccesvecsveseusns 11,992 
EEC RTE 67,960 
EEE (eaves ern vtes Ce Ket kee eKe 144,577 
RRS er recrerrr rr cer ee 7,447 
MEE. - ReS0siwesekeeixsdeaeens 5,182 
PE. civkvitntas tenes cekeens 36,400 
MY cc cbeveeceesanae eat 21,877 
. US ee eee 36,026 
CEE 260s Neko ds dds TERT EORA 41,181 
Li, Ser Perrrererer eer rer 3,392 


Total United States 1,931,748 


Particinating Companies 


Admiral Corp.; AVCO Mfg. Corp.; Cool- 
erator Co., The; Frigidaire Div. General 
Motors Corp.; General Electric Co.; Gibson 
Refrigerator Co.; International Harvester 
Co. (In 4-1-49); Hotpoint, Inc.; Kelvina- 
tor Div., Nash-Kelvinator Corp.; Norge 
Div., Borg-Warner Corp.; Westinghouse 
Electric Corp.; Stoddard Mfg. Co. (Out 
4-1-49). 

The unit sales figures shown on this 
summary are not Factory Sales nor do 
they reflect the sales of all manufacturers 
—but rather Distributor and Dealer sales 
only of those participating comyanies 
listed above. 


FROZEN FOOD 
DISPLAY CASES 


Heavy Duty, Below Freezing, 
4” Fiberglas Insulation 6” Fiberglas Insulation 
Size 6’6” High 7°10” High 66” High 7°10” High 
46" x7’ $254.40 $296.40 $296.80 $345.80 
65" x7 320.40 366.00 373.80 427.00 
65” x 10° 412.80 472.80 481.60 551.60 
65” x11’ 444.00 507.60 518.00 592.20 
85” x7’ 385.20 440.40 449.40 513.80 
85” x 10° 493.20 559.20 575.40 652.40 
85” x11’ 523.20 598.80 617.40 698.60 
85" x15 602.40 703.20 702.80 822.40 
8'5” x 189” 750.40 861.60 870.80 1005.20 
12'3” x 10° 643.20 722.40 750.40 842.80 
12°4” x11" 688.80 771.60 803.60 900.20 
aaathen nae Gonamnee. 12'4” x 15° , 873.60 970.80 1092.00 1132.60 
ALSO DISPLAY DOORS. 124” x 189” 1058.40 1170.00 1322.00 1365.00 
BEVERAGE REACHINS 
COOLERS 


HOWARD EEFRIGERATOR COMPANY INCORPORATED 


ALL STEEL CLAD 


7 SECTIONAL 
WALKINS 


WITH A BACKGROUND OF 
OVER 50 YEARS EXPERIENCE 


DISPLAY 
CASES 


PHILADELPHIA 6, PA. 
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60% of Space Already 


Time Well Spent 


Need Seen for More Men 


the end of the first quarter of this 
year, were rapid and thorough. They 
have brought appliance prices well 


v | Signed for Electrical Telling Buyer Full Story on Refrigerator 7° Sel! Cagey Public sti! he sates 

FCC . “Now that the appliance indus- 

os af Show Sept. 30-Oct. 9 ts | fi On Idea of Buying Now 1. ene iS aeen ene uctiome 

,” the C N b : C l-B k D | r d there is no longer any reason for 

CHICAGO—The second annual Na- U um er 0 a fe $, ed er in s CLEVELAND—“The electrical in- consumers to wait, and I believe it 

most tional Television and Electrical Liv- dustry must recruit 150,000 additional is the job of salesmanship to get that 

wel- ing Show will be staged in the Chi- FOREST HILLS, Pa.—“Before a_ tagonizes their prospect because his young men who will go out to homes across. 

rams. cago Coliseum from Sept. 30 through Customer leaves our store he knows neighbor or relative may own one. and sell appliances,” James J. Nance, “Prices of durable consumer goods 

- got Oct. 9, Harry Alter, show chairman, What to expect of his refrigerator,” “If people want to know about president of Hotpoint, Inc. told the as automobiles and appliances, are 

rator, has announced. says Thomas Beswick, Beswick’s another make, we say, talk to a _ Electrical League of Cleveland re- determined almost entirely by the 

, May The show is sponsored by the Electric Shop, 2145 Ardmore Blvd., salesman in that line; he knows more _ cently. cost of materials and labor. We would 

him, Electrical Association, composed of Where service follow-ups on refrig- about them than we do. We know The need for aggressive selling is like to see further reductions in labor 

went 600 firms in the electrical industry. erators are practically nil. only that in our opinion we have _ one of the basic problems of the ap- cost per unit of output through in- 

iS be- It is intended to give retailers, whole- “Takes half-an-hour to educate the the best, and we'll prove it to you.”  pliance business today, he declared. creased worker productivity. In part, 

ed to salers, and manufacturers an oppor- customer,” says Beswick. “But if His principles have teeth, for in He expressed the opinion that the in- our recent price reductions have been 

ng it. tunity to exhibit their electrical pro- you're in a big hurry, if your cus- 11 years he hasn’t repossessed one dustry has now reached to bottom of in anticipation of such a develop- 

2a «(of ducts, including major and small ap- tomer pays attention and doesn’t in- unit, has encountered no bad pay- _ its adjustment and, by the spring of ment,” Nance added. 

It is pliances, to the general public. terrupt, and you really try—you can ments, and his customers have A next year when all other industries 

ndise The first’ day, Sept. 30, has been 8ive it to him in five minutes. And ratings. should have passed through their re- . r 

a re- set aside as a special trade. preview those five minutes will save you In selling, Beswick takes time to adjustment or stabilization periods, Keller Electric Opens In Utica 

; one so that exhibitors can hold sales ‘Service trouble. explain everything. If a prospect just business “should stabilize on a ‘ 

have meetings and present their 1949-50 This feature of selling hasn’t been wants a 9-ft. box, okay; but before plateau much higher than before the To Supplement Hartford Store 
lines and sales stories to dealers practiced by salesmen until they he leaves he knows what to expect war.” 

—— and distributors invited from all over 2" _do it seriously and with en- from that box, viz.: (1) in warm Nance asserted that it is up to the UTICA, N. Y.—Keller Electric Co. 
the country, Alter said. thusiasm without using high pres- weather what can be expected about salesmen to clear the consumer’s has opened a new appliance store 

les Space commitments for more than sure, says Beswick. cabinet sweating, (2) how to stack mind of the misconception that the at 136 Columbia St. The firm has 
60% of the exhibit area have already _Instead of selling, many salesmen _ stuff in the refrigerator without trial- prices of appliances are high. operated an appliance store in New 

ors been signed, he declared. ridicule the weak points of another and-error, (3) how the refrigerator “Price reductions for electric ap- Hartford, N. Y., for five years and 

The period from Oct. 1 through l YZ This unconsciously an- is constructed. pliances, which took place around this unit will be continued. 

: Oct. 9, has been designated National ‘| 
Electrical Living Week by Mayor 

TOLD Martin H. Kennelly of Chicago. C ion 

TORS All Chicago newspapers are plan- tev 
ning special editions devoted to the Loo 

1949 show with pictures and stories of the OW | 

anies events to be seen there, Alter de- 

ALES clared. Cra r € NCW 

44,402 Comedian Eddie Cantor has been eC ec ts 

aus signed to do three shows a day for Q ve Ss ive (@, 

09,659 the nine-day period. He will present 

20,913 Lou Breese and his orchestra, Vickee 

20,132 Richards, The Glenns, and other 

By novelty acts in an hour-long variety 

35,889 show. T T ( 

47,267 General Electric Co. will present 

50,340 show, as an educational exhibit. 

43,842 A “Miss Television” contest will a 

27,943 also be held under the chairmanship 

te of Hilliard Graham of the Hyland 

12,078 Electrical Supply Co. 

22,804 

i 8 It’s the only one that’s 

39,607 Following Up Leads eae ' 

58072 From P aes" all-porcelain inside and out! 

7,810 rom Fresent Users 

24,501 ; 

oo Proves Popular Plan When prospective buyers actually 

50,105 see for themselves how much 

48,694 _ SPOKANE, Wash.—A great ma- cleaner, whiter and_ brighter 

56,362 jority of dealers in the Inland Elec- 2 

10,998 trical Dealers Association have an clothes are when they’re washed 

10°501 outside selling plan which is produc- in the new Frigidaire Automatic 

19,227 ing good results, a five minute poll ; sige 

12,208 conducted by the association revealed Washer—they’re sold on Live- 

oe recently. Water Action. And only Frigid- 

+" Of those surveyed, 79% said they ! h ‘t! With Frigidaire’ 

37,960 had an outside selling plan and 73% aire fas It. it rigidaire s 

ryt found it producing good results. Live-Water Action, all the wash- 

, All of the dealers replying said ¥ rea ba , 

he that their outside salesmen followed ng nee is achiev ed by rolling, ; 

21,877 up previous customers and prospects penetrating currents of hot, sudsy clothes. Clothes always wash in 

36,026 suggested by present users. Eighty- me . . - os . 

1181 two per cent replied that their sales- water—no pulling or yanking of — water—not half in, half out. 

Perse men followed up prospects first con- 

asin tacted in the store. A SIMPLE DEMONSTRATION of Frigidaire’s exclusive Live-Water 


= 


Only 64% had their outside men 
follow up prospects contacted by tele- 
phone or discovered by question- 
naires. Door-to-door canvassing was 
not very popular, with only 36% of 
the dealers using it. 

Following up previous customers 
and prospects suggested by present 
users was indicated to be the method 
that resulted in highest sales. 


Tinted Ranges 


Action in the new Automatic Washer — styled by Raymond Loewy — 
is the most effective sales tool in the Frigidaire Dealer’s kit. Yet 
Live-Water Action is but one of the many exclusive features that 
help dealers sell Frigidaire Automatic Washers. All Frigidaire products 
are backed by the famous Frigidaire name, and by an organization 


renowned for engineering and merchandising skill. That’s 
Frigidaire franchise is so valuable. 


why the 


Chambers To Make Models that's vende, pn ee 
: inside and 
In 6 Different Colors Weiter hoot & 
sos) 14 nny Rieiore Deals te shew 4 ees 
NEW YORK CITY —Gas ranges BRD onc e Me aetantae | 
F tinted in any of six different colors ‘ ae 
£ are to be placed on the market soon 
by the Chambers Corp., it was re- So oe 
n ported here recently. 
? In addition to the standard white, Som 
0 the ranges will be offered in bright 
0 red or black, and in yellow, green, 
0 blue, or grey pastels, it was said. ane 
0 The colored ranges will be avail- 
0 able in two different models, one 
0 priced at $379.95 and the other at FR 
0 $349.95, the report indicated. eames 
re) Pe the pS teette a a 
0 Only suds come out of Frigidaire’s All-Porcelain inside and out! Self- Touch the Select-O-Dial — and reat 
0 new-type Underwater Suds Dis- cleaning interior never needs atten- this washer launders automatic- St SS 
0 L tributor. Clothes never touch un- tion! A whisk of a damp cloth over ally. Yet, any phase of the cycle 
0 dissolved soap or detergent. Elimi- the outside keeps finish gleaming can be accurately shortened, 
0 nates possibility of soap stains. white and new-looking. lengthened, skipped or repeated. 
REFRIGERATION, INC. 
> FARM AND HOME FREEZERS 
>» REACH-IN REFRIGERATORS De end on FRIGIDAIRE Powerful, freraor potent tinge sg tte of 
® R important nationa magazines gives Frigidaire 
borin IN REFRIGERATORS Pp ———| dealers a big head start in selling automatic 
ARM MILK COOLERS washers. Added to this sales-building cam- 
) EDIVISION OF WILSON CABINET CO., INC. paign, Frigidaire makes available literature, di- 
: ESMYRN A ; . DELAWARE O i N Ss ri rect mail, displays and many other dealer helps. 
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How 


One Dealer Employs Contests, Mobile 


Displays To Exert Pressure at Point-of-Sale 


Price’s, Inc., dealer- 
ship in Norfolk, Va., 
has employed a 
Ford vanette of this 
type to carry home 
appliance’ displays 
right to the door- 
step of new home 
owners. Harry 


t 


CHICAGO—How can an appliance 
dealer go about conducting a sales- 
man -store-customer participation 
promotion which one retailer calls 
the best of its type he has ever tried? 


Is it profitable for a dealer to try 
to promote sales by taking appli- 
ances to the home in a “vanette”’ 
truck ? 

What are some of the “do’s” and 
“don’ts” to observe in staging con- 
tests? 

Some answers to these questions 
were provided at the recent midyear 
meeting of the National Appliance 
and Radio Dealers Association by 


‘Harry Price, Jr., of Price’s, Inc., Nor- 


folk, Va., who told members as- 


sembled at the Sheraton hotel here: 

“I believe specialty selling is the 
source of our strength and repre- 
sents our ability to survive in the 
future and to make money. 

“I am a firm believer in the fact 
that unless we all realize that and 
employ all of our vitality and our 
financial strength in promoting more 
activity at the point of sale—that 
is, the doorstep, the kitchen, the liv- 
ing room—we will definitely not be 
able to compete on any other basis 
with the chain store operators and 
the large furniture houses, who can 
out-promote us and out-sell us if we 
get down on their basis. 

“We must sell quality and per- 


Price, proprietor, 
finds this method of 
selling works well 
among new housing 
developments, and 
constitutes an effec- 
tive means of train- 
ing new salesmen in 
customer contact.’ 


formance and we must get our price 
for it. Therefore, we must employ 
promotions that carry our story to 
the immediate buyer.” 

In explaining operation of the 
planned promotion, Price stressed 
that he was speaking in generalities 
“because of the differential in the 
size of the dealers and the type of 
localities in which we operate.” 


He said the promotion, which his 
store calls the “Prospect-Getting 
Give-Away Contest,” was developed 
in 1936 from an idea tried out by a 
Richmond, Va., retailer named Archie 
Gathright. Results were so good that 
Kelvinator used the plan as the basis 
for its spring campaign in 1937 and 
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NEW COMPACT 
HERMETIC MOTOR COMPRESSOR 


Yes, it is a neat package—and a neat answer to the problem 


of limited space applications. 


It’s the new Tecumseh single cylinder, 1/10th horsepower 
Hermetic. Compact . . . just 934” in diameter by 51%,” thick. 
Think of the possibilities! Consider the increased food storage 


space made available with no increase in cabinet dimensions! 


Yet the New Tecumseh Hermetic brings you all the out- 
standing features of the larger Tecumseh models. Internal 


spring mountings for smooth, quiet, vibrationless operation. 


Positive forced-feed lubrication to bearing surfaces and 


cylinder walls. And many other big Tecumseh features that 


assure a long life of trouble-free performance. 
Ideal for apartment, midget and regular domestic refriger- 


ators, water coolers, beverage coolers and vendors, biological 


cabinets, and other applications where space is at a premium. 


—— 


4 
: 7 TECUMSEH PRODUCTS COMPANY  tidefendent producer 
| of Compressors 


Tecumseh, Michigan 


EXPORT DEPARTMENT: 2111 WOODWARD AVE., DETROIT 1, MICHIGAN 
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Price’s used it again in 1940 and once 
since the war, he added. 

“We have found that its basic ad- 
vantages are just as good today as it 
was the first time we used it,” he 
declared. 

Basis of the promotion, he ex- 
plained, is a customer entry blank. 
Samples of the three-section card 
were passed out by Price to his 
audience. 

“You notice,” he pointed out, “that 
the first thing on it is that it says 
‘Free.’ The- next most important 
thing is that the individual does not 
have to purchase anything to par- 
ticipate. 

“We found that this works very 
well through salesmen and it works 
particularly good with new salesmen, 
because it gives them something with 
which to qualify a prospect very 
rapidly and it gives them something 
to talk about to everyone they meet. 

“We pass these entry blanks out 
to the salesmen in any quantity that 
they wish, and we encourage them 
to use them on every contact. If 
they stop in at’a filling station or 
if they should contact somebody at 
lunch, give them a chance to win a 
free appliance. This develops pros- 
pects they would otherwise pass by. 


Card Used In Canvassing 


“But, the fundamental application, 
of course, is to use it in canvassing. 
When you approach the customer at 
the door, you say: 

“‘Good morning, Mrs. Jones. I do 
not have anything in particular to 
sell you this morning. I want to give 
you something! 

“‘T know that sounds funny, but 
that’s exactly what I want to do. We 
are out in this neighborhood to make 
new friends and we find that the best 
way to make a friend is to give 
them something. 

“*You notice here I have a little 

contest card, and it says you do not 
have to purchase anything to par- 
ticipate, right at the top. But the 
holder of this lucky ticket will be 
awarded the appliance of his choice, 
and the drawing is to be held at 
Price’s, Inc., 1833 W. Charlotte Street, 
Norfolk, on (a certain date) at 4 
p. m. 
“*You do not have to make a pur- 
chase to participate and you do not 
have to be present at the drawing. 
All you have to do is merely fill in 
your name and address and check 
the appliance of your choice.’ 

“Now .... we have the first perti- 
nent information that we want to 
get. We possibly could have secured 


that elsewhere. But the most im- 
portant thing to find out on a cold 
approach is to what particular ap- 
pliance she shows the greatest in- 
terest, which is normally what she 
intends to buy next.” 

Price pointed out that eight ap- 
pliances were involved in the par- 
ticular contest under discussion. He. 
noted that the number offered, could, 
of course, be held to two or three 
items or increased to 10 or 12. 

Continuing, he assumed that “Mrs. 
Jones” designates a home freezer as. 
the prize she would want if she 
should be a winner. 

“The minute she says she would 
choose a home freezer,” he said “the 
salesman is instructed to take out 
of his briefcase a folder on the home 
freezer and show her the prize that 
she would win if she happened to. 
be the holder of the lucky number. 
When that has been accomplished, 
an effort is made to determine how 
good a prospect she may be. 

“Now in every case, these prizes. 
are the lowest-priced model in that 
particular category... . 

“And that offers you this advan- 
tage. During the contest, we tell the 
prospective winner that if she should 
be the lucky person and she has 
made a purchase during the contest, 
she would get a receipt in full for 
the range that she purchased, not 
the cheap range designated as the 
prize. If she waited until after the 
contest and were the lucky winner, 
she would only get credit for the 
lower-priced range that is in the 
prize category. 


Buyer Gets Extra Chance 


“The next thing to do is to try to 
get the customer into the store. If 
you will notice over on the right- 
hand side, you have a duplicate stub 
to the one on the left, and it says on 
there that you do not have to pur- 
chase anything to participate, but 
this stub entitles the holder, when 
presented at any of Price’s stores, to 
an additional chance on the appli- 
ance of her choice. 

“So the salesman tells her that 
if she will fill in the duplicate stub, 
name and address, (or preferably, 
let the salesman do it himself 
when he fills in the one _ he 
is going to take back to the store) 
and drop in the store and put this 
chance in the barrel, she will have 
two chances instead of one. He 
writes his name on it and checks 
the appliance of her choice. 

“Now, we purposely place the bar- 


(Concluded on next page) 


FOR Your PORCELAIN ENAMEL JOBS- 


A Snecialisd |S THE ANSWER 


¥ HOUSEHOLD REFRIGERATORS 


Vv HOME AND FARM FREEZER ACCESSORIES 


For over 20 years, The Strong Manufacturing Company 
has produced only top-quality porcelain enamel prod- 
ucts—and are specialists in refrigerator accessories made 
to manufacturers’ most exacting specifications. } 


Send Us Your Specifications and Production Needs 


Write for Complete Information 


THE STRONG MANUFACTURING CO. 
SEBRING, OHIO 


Doors 


Display 
—— Trays 


You can depend on fast, efficient service, on-time de- ; 
liveries, and quality geared to your production demands. 
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Making Every Staff Member Part of Sales 


Team Helps Company 


(Concluded from preceding page) 


rel that the blanks are dropped into 
in an inconspicuous place, so that 
when the prospect walks into the 
store, she has to say, ‘Where is the 
barrel,’ and the salesman says, ‘Why, 
I'll take care of it for you.’ 

“He knows her name, her address. 
He knows the salesman’s name who 
gave her the original chance and 
who is responsible for her being in 
the store (which assures the latter 
of protection and encourages him to 
place as many cards as possible) 
and he knows the item of her choice. 

“So he takes her back and deposits 
[the stub] in the barrel and then 
says, ‘Now, Mrs. Jones, you indi- 
cated on there that you were inter- 
ested in a gas range, and I would 
like to show you the actual range 
that you would win.’ And that gives 
him the opening to go to work on a 
demonstration. 

“The customer has retained the 
center part of this ticket as her 
stub. She now has two chances... . 

“In the meantime, every bit of 
pressure possible is brought to bear 
on her to buy now because ... if she 
should be the winner of an appliance, 
she would get a receipt in full, or 
a refund in full if she purchased a 
higher-priced model. 

“There is one additional angle that 
has been employed by some retailers. 
However, we did not use it. 

“One operator secured unusual re- 
sults by hiring young boys, out of 
high school or college, to canvass 
with these cards, They trained them 
in a set approach, and gave them the 
whole story and literature on each of 
the articles listed thereon. 

“All they were meant to do was 
go to the door, tell their story, get 
the name and address, and check off 
the appliance of greatest interest, 
tell [the interviewees] the story on 
their additional chance if they carried 
it into the store, and told them to 
put their name on it. 

“They received a salary and ad- 
ditional compensation for the num- 
ber of chances that were brought in 
the store by customers, and a small 
spiff in case of sale. I know one 
very successful summer campaign 
that was put on by using 10 or 12 
youngsters in a city of approximately 
200,000. Considerable coverage was 
obtained and the results were very 
gratifying. 


Canvass-Contest Proven Best 


“We have never found any type 
of salesman-customer-store participa- 
tion promotion of this type that com- 
pared with this in any way, and we 
have used this in a lot of its varia- 
tions. We always fall back on this 
once every two to three years as one 
of the most productive means in 
creating some real enthusiasm and 
digging up a considerable number of 
prospects which would result in sales, 
and we certainly highly endorse this 
whole promotion. 

“In two out of the four times we 
have used it, winners were stepped 
up to better merchandise and the 


Pressure Gauges 
Dial Thermometers 


*&The gauge with the 
Recalibrator 


Ask for this New 
Refrigeration Booklet 


DEPT. D., SKOKIE, ILLINOIS 
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Contest To Succeed 


money received covered the cost of 
the prize.” 

Turning to another type of promo- 
tion, Price noted that about two 
years ago, he read about an operator 
in the Oregon-Washington section 
who had a vanette truck in which 
he had installed certain merchandise 
and who had gone out in the sur- 
rounding territory with good sales 
results. 

“We investigated the cost of this 
equipment, and decided that it was 
worth a try,” he said. 

“We purchased a Ford vanette and 
had it lettered most attractively, and 
have used it now for a year. We 
find that it offers many, many ad- 
vantages and, while we have not em- 
ployed it in rural work, we use it fun- 
damentally in developments. 

“We find if we go out into these 
developments that were brought 
about by the war and where there 
is a concentration of families, they 
are really our best prospects because 
they lack the appliances that we sell 
and there are many first-time buyers 
among them... . 


Give-Away Used on Truck 


“We have used [the truck] with 
a give-away premium, an inexpensive 
item to entice them to come out of 
the house and go into the truck and 
look at the products. We have found 
that the experienced salesman, after 
a reasonable number of exposures, 
can get a very high percentage of 
the women that he contacts to come 
and look without any premium or 
give-away item whatsoever. 

“TI can report that the amount of 
sales for the days of use are very 
satisfactory and that the entire idea 
has been gratifying to us.... 

“We use [the truck] extensively to 
train new salesmen. We change the 
merchandise in the ‘Showmobile’ to 
conform with our over-all merchan- 
dising program.” 

Price then discussed contests, re- 
porting that “we are great believers 
in contests and we feel that we have 
made contests work... . 

“We have tried all kinds of con- 
tests for 20 years in our operation... 
every different twist and every angle. 
We do find that there are certain 
fundamental things concerning con- 
tests. 

“First of all, they should be simple, 
easily understood. The rules and the 
pay-offs should be presented in a 


way that everybody involved under- 


stands them thoroughly and that 
there is no possible opportunity for 
misinterpretation. 

“Next, we think that a contest 
should be short in duration of time 
and that it should be carefully 
planned so that there is no possible 
opportunity of it being unfair in its 
final awards. 


Drama Puts Over Contest 


“We also find that the contest 
should be dramatized. It doesn’t make 
any difference how much money you 
spend on a contest. If its presenta- 
tion is a flop, your contest will more 
than likely be a flop. 

“You can dress up the idea and 
support it with few dollars, providing 
that you present it and romance it 
in a way that appeals to the emotions 
of the human make-up that make 
people want to be a winner. 

“I would like to bring to you the 
workings of a specific contest that we 
have used during 1949. We called this 
the ‘Pot-Of-Gold Cross-Country Race,’ 
and it embodied every single person 
that works for Price’s, Inc. 

“We took maps of the United 
States, which are available at any 
stationery store at a reasonable cost, 
and we posted them on boards in our 


various stores. We then gave each 
salesman a qualifying quota of dollar 
volume business. 

“These quotas allowed us to elimi- 
nate the unevenness of the ability of 
the individual salesmen, so that when 
they once qualified, they were pretty 
well then on their own. We, for in- 
stance, had a man qualifying as low 
as $750, or as high as $2,000. 

“Then, when these men did reach 
the qualifying quota and started to 
participate in prizes, the weak man 
did have a reasonable opportunity. 
But the contest was tough enough 
that at the same time, the poor or 
weak man could not run off with the 
big prizes. 

“We have a small merchandise 
prize for the first two men to qualify 
in each of our stores, or if it was 
one store, it would be the first two 
men to qualify. Each ‘driver’ began 
then to participate in lap prizes. 

“On the night that the contest 
was kicked off, we had a dinner 
meeting and we invited all of the 
shop men and all of the girls in the 
organization. We divided them up in 
groups of two, and then they were 
chosen by lots, out of a hat, by each 
salesman, who was the driver. The 
salesman was presented with a little 
racing car, because he was the 
‘driver.’ 

“We then called up the girls and 
presented them with a small oil can, 
because they were going to be the 
‘grease monkeys’ and we then pre- 
sented a cheap screwdriver to each 
one of the two service and delivery 
men, because they were going to be 
the mechanics on the job. 

“In this way, we included every- 
body in the organization and en- 
couraged the people riding with the 
various drivers (salesmen) to give 
them prospects, because in turn they 


were going to participate in prize 
money. 

“We then began to pay off in very 
small amounts for lap prizes. The 
first man to reach a designated point, 
with a dollar for each mile, so many 
miles to Louisville, so many miles to 
St. Louis, so many miles to Kansas, 
and on to Denver, Salt Lake City, 
and San Francisco. 

“Everytime we gave the salesman 
a dollar, we set up a dollar to dis- 
tribute among the grease monkey 
and the mechanic. This kept their 
interest up at a fever pitch and we 
found that the entire organization 
was working together, winning the 
money. 

“We then gave winning prizes for 
the first people to reach certain 
places, in addition to the people who 
just got there, regardless of the time, 
element, and then we had the final 
pay-off for the people who reached 
San Francisco. 


Competition Includes All 


“The basis of my recommendation 
of this particular contest is the fact 
that we found a most profitable and 
satisfactory result from the basic 
element of including everybody in 
our endeavor. The women in our or- 
ganization and the service personnel 
seemed to appreciate the fact that 
they were included in the sales con- 
test, and while many of them did not 
receive very much money, every- 
body in the organization received a 
check from this contest. 

“The cost was not prohibitive—1% 
of our sales for that particular month 
—and we felt that it was in keeping 
with the results obtained because we 
had a good month, and the volume 
of business that we did was over 
and above the previous year.” 


NEW G&E CATALOG 


REFRIGERATION PARTS e ELECTRICAL SUPPLIES 


SEND FCR IT 
TODAY ON 
YOUR LETTER- 
HEAD 


G & E EQUIPMENT SUPPLY CO. 
OGDEN AT FULTON — 
CHICAGO 7. ILL. HAymarket 1.0240 


have the call. 
Conserver has many unusual ad- 
vantages. Sold through distributors 
of refrigeration and 


121 Main St. 


Food Conservators 
This Modern Food 


insulation. 
Write for particulars 


Master Manufacturing Corp. 
Sioux City 4, Iowa 
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Over 1,500,000 In Use 


Available from 
1/2 to 10 H.P. 


CLEANABLE 
DOUBLE-TUBE 

COUNTER-FLOW 
WATER-COOLED 


Write for literature 


Weeds Hithell 


BESSEMER BLDG. 
PITTSBURGH 22, PA. 
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demand 
DETROIT CERTIFIED 


When you install DETRO!T Certified Valves 
and Controls you are providing your custom- 
ers with the best in refrigeration equipment. 
DETKON Certified Valves and Controls are 
designed and built to fit your customer’s 
needs—giving real economy and reliability 
through years of trouble-free service. This is 


. 


true of the entire DE!R°!T line, one of the 


VALVES and CONTROLS | 


eT | 


Soe 


have an unbeatable combination. But DETRO! 
goes even further, certifying every valve and 
control in its line—backing you, your work 
and your reputation. For helpful information 
on ordering and installing DES°" Certified 
Valves and Controls, send for the colorful 
DETKO! Catalog No, 200-B today. 


most complete in the refrigeration field. 
Add to this the fact that DETRO!T has been 


No. 573 Thermostatic Expansion Valve— 
Designed for small commercial installations. 
Double diaphragm construction makes close 
superheat control possible at low suction pres- 
sures. The two-diaphragm gas charged power 
element provides motor overload protection in 
its simplest, most effective form. 2 ton, Freon- 
12. Write for Catalog No. 200-B. 


famous for quality for over 70 years and you 


ETROIT 


LUBRICATOR COMPANY 


«REFRIGERATOR SHELVES - STAMPINGS 
FORMED AND WELDED PRODUCTS 
Quality Refrigerators deserve only the 


5900 TRUMBULL AVE., DETROIT 8, MICHIGAN 
Division of American Ranutor & Standard Sanitary conroration 
CANADIAN REPRESENTATIVE: RAILWAY & ENGINEERING 
SPECIALTIES, LTD.—MONTREAL, TORONTO, WINNIPEG 


DETROIT HEATING AND REFRIGERATION CON- 

TROLS e ENGINE SAFETY CONTROLS ¢ FLOAT 

VALVES AND OIL BURNER EQUIPMENT ¢ DETROIT 

EXPANSION VALVES AND REFRIGERATION 

ACCESSORIES @ STATIONARY AND LOCOMO- 
TIVE LUBRICATORS 


Serving home and industry NMERICAN-STANDARD » AMERICAN BLOWER + CHURCH SEATS « DETROIT LUBRICATOR « KEWANEE BOILER + ROSS HEATER « TONAWANDA IRON 


finest accessories. We suggest Stainless 


Steel Refrigerator Shelves. = 
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are all in, has to set the course and 
hold it. The consequences of his de- 
cision may affect the future of the 
business, the security of thousands 
of employes, the savings of inves- 
tors.” 


= The Myth of Business 
Research 


Not long ago comedian Fred Allen 
took a poke at the revered “Hooper” 
ratings of radio shows. Hooper, as 
Allen puts it, “makes a couple of 
phone calls to Cleveland and then 
he tells you, on the basis of those 
two phone calls, how many people 
are listening to the show in Cleve- 
land.” 

Humor is predicated on exaggera- 
tion. And Fred Allen, the most adult 
and intelligent comedian of our times, 
possibly exaggerated in order to 
hammer home his point—which is 
this: surveys based upon infinitesimal 
“samples” shouldn’t be trusted. 


There’s more than smidgeon of 
truth in Allen’s castigation. So much 
“research” is based on the sampling 
technique—interviewing 100 persons 
and multiplying this ‘sample’ into 
100,000,000—that governmental and 
business “surveys” can go wrong as 
badly as the Gallup and Roper polls 
did about the Truman-Dewey contest. 

Why do businessmen persist in 
trusting these Delphic Oracles—the 
witch-doctors who produce phoney 
“statistics” from inconclusive sampl- 
ings? An explanation, we believe, can 
be found in an N. W. Ayer Adver- 
tisement entitled: ‘“‘Who Is the Lone- 
liest Man in Business?” As this ad- 
vertisement puts it: 

“The loneliest man in any enter- 
prise is the one who makes the final 
decisions. 

“When the Allied Armies, during 
the war, were poised to leap on the 
Continent, one man, General Eisen- 
hower, had to take courage in his 
hands and pick the day irrevocably. 


“It is the same way in business. 
Some one man, after the decisions 


No wonder “the loneliest man in 
the world” grabs at straws, even 
though they aren’t reliable. His job is 
so gigantic, his problems so complex, 
and his responsibilities so awe-full 
(and sometimes awful) that he 
clutches at anything which promises 
to lighten his heavy burden. 

That’s why the unhappy Decider 
sometimes falls for the Fetish of 
figures and succumbs to the Solace 
of Statistics. 

Groping for a solid means of sub- 
stantiating his hunches, the “lonliest 
man” yearns for mathematical cer- 
tainties. 

“Jeeves,” he thunders through the 
office inter-com system, “get me the 
figures on how many widgets were 
purchased last year by housewives in 
the North Central Area. And break 
it down by income classes. Inciden- 
tally, get me figures on competitive 
widget manufacturers’ sales in that 
area.” 

Jeeves, who likes his job and is 
scared of losing it, promptly “passes 
the buck” onto various department 
heads with a note marked: 


“Urgent. The Old Man wants these 
figures tomorrow, if not sooner.” 


Nobody has these figures, of 
course—except through a miraculous 
accident—so outside help is enlisted. 
This ‘outside help” usually is an 
advertising agency’s vaunted Re- 
search Department, or a firm of 
Business Consultants which will 


(Concluded from Page 1, Column 1 ) 


ee “Have you been enjoying the warm 
weather? We like the hot weather 
fine (ha). We are still repairing 
those flat tires. If you puncture those 
rear tractor tires, just bring them 
and the fluid in and we will repair 
them and get you back in the field 
just as fast as possible. Of course we 
can always put on a new one. 


“Have you had a ride on those new 
Goodyear super-cushions? Let us 
show you how they work. Did you 
know that you can get a new set of 
tires with only a small down pay- 
ment, and the rest on easy pay- 
ments? Your present tires taken as 
part of the down payment. 

“Just received some new electric 
fans. Home grown tomatoes, ripe 
bananas, and lemons this weekend. 


“Have you heard about the plans 
for a bigger and better county fair? 
There is a lot of work to be done 
between now and fair time. If you 
want to help, just stop at the fair 
ground. There will be somebody to 
show you what to do. Every little 
bit will help and will be appreciated.” 

MANFORD BUCKNER 
Phone 602 . 

We recommend that all advertis- 
ing copy writers study this modest, 
homespun little message. It has 
everything. And not once does Man- 
ford use the word “amazing.” 


charge $50,000 or more for a survey. 
— 


ww? 


Saturday Morning... the little lady 
shuts off water heater before leaving for 
the weekend. 


Sunday Night... s¢i// plenty of hot 
water for her ‘back-home-again”’ shower. 
Convincing proof of the efficiency of 
Fiberglas Thermal Insulation. 


A Sales Story for Water Heaters 
with a real SELLING PUNCH! 


Punch up your presentation by using this new sales story! 

Here’s another Fiberglas SALES HELP idea—a dramatic 

DEMONSTRATION that convincingly proves the 
money-saving efficiency of heaters and appliances in- 
sulated with Fiberglas*. 


Now appearing in leading national magazines, this 
Fiberglas advertising creates strong consumer acceptance 
for this better thermal insulation, making your selling job 

easier. It’s a big extra value, so stress this feature in your 
next sales story, for in today’s highly competitive 
market, more than ever — Fiberglas Insulation is a swell 
feature to have... a swell feature to sell! 


OWENS-CORNING FIBERGLAS Corp., Toledo 1, Ohio 


¥e 
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NATIONALLY ADVERTISED 
24,400,000 readers will © 
see this Fiberglas ad. 


Consistent national advertising 
has made Fiberglas the brand of appliance 
insulation your customers know best. 


 OWENS-CORNING 


FIBERGLAS 


*Fiberglas is the trade-mark (Reg. U. S. Pat. Off.) 
of Owens-Corning Fiberglas Corporation for a 
variety of products made of or with glass fibers. 


Neither, of course, is omnipotent. 
They can’t produce statistics which 
don’t exist. Sotto voce: probably 
these statistics can’t be dug up be- 
cause (1) The Old Man who de- 
mands them won’t reveal his own 
figures to competitors, or (2) the 
association secretary who collects 
them won’t let them out because this 
statistical service is the best “hooker” 
he has to get and keep dues-paying 
members. 


First thing an advertising agency 
Research Department usually does 
when it gets a request for “figures” 
and statistics is to dun the industry’s 
leading trade papers. 

“Our client,” they write, “is (or 
will be) an advertiser in your sheet. 
He wants to know how many left- 
handed dentists (1) bought air con- 
ditioning units from 1892 through 
1948, and the first six months of 
1949; (2) how much they paid for 
these units; (3) why they bought 
them; (4) how much their patronage 
and happiness has increased since; 
(5) the credit rating of these left- 
handed dentists; and (6) what ad- 
vantage appeals swayed them to buy 
the brand they did. 

“If your answers to these questions 
are detailed down to the fourth deci- 
mal point, we may consider putting 
your paper on our clients’ schedule 
next year.” 

Experienced editors of conscientious 
paid-circulation business publications 
may know a few answers to these 
imperious queries. Seldom, though, 
can they provide all the information 
demanded so peremptorily. 

What happens then? 

Oh-oh. An “expert” enters the pic- 
ture. For a flat fee of several thous- 
and dollars—plus expense and “ex- 
tras’— a firm of Management Ex- 
perts undertakes to provide inaccu- 
rate figures about an industry its 
minions probably never heard of be- 
fore, and about which they don’t know 
their hind end from a hole in the 
ground. : ; 

(One such almost busted one of 
the finest manufacturers of commer- 
cial refrigeration equipment in our 
industry. It’s “survey” concluded with 
the recommendation that this manu- 
facturer produce only three items, in- 
stead of its pre-war 26. The Board 
of Directors “bit” on this recommen- 
dation of the Prophets as if it were 
the Law and the Gospel. In 1946 
and 1947—abnormal years when all 
factories ran full tilt—this firm pro- 
fited through this policy. In 1948, 
however, it lost many of its best dis- 
tributors to Competition which of- 
fered ‘full lines” of equipment. That 
firm now is barging its way back 
into the position it deserves—and, so 
we hear, never again will it trust a 
phoney Delphic Oracle.) 


They Guess, Too 


It has been our experience that the 
expensive Business Management Con- 
sultant, the “expert” who demands 
an exorbitant fee, hotfoots it to our 
place of business as soon as he gets 
a lucrative assignment in our field. 
Thereupon he “picks the brains” of 
our editors, asks us for names of 
articulate dealers and field men to 
interview—and then returns to his 
office to pound out a 165-page type- 
written report for which he charges 
an extravagant sum. 


Twice in the last several months 
we’ve had the dubious privilege of 
reading reports prepared and sub- 
mitted by the Perpetrators of Myths. 
Each report quoted our editors 
freely—and lifted several pertinent 
articles and editorials from AIR CON- 
DITIONING & REFRIGERATION NEWS al- 
most verbatim. 

We did the work; they got the 
money. 

But our editors never would have 
proposed some of the silly sugges- 
tions appended to these reports. 


In each case, our information was 
derived from interviews with dealers 
and field men. These interviews were 
duly reported to the NEws, and could 
have been consulted “for free” by any 
subscriber. 

It’s odd but true that some manu- 
facturers don’t trust reports from 
their own field organizations. They’d 
rather substantiate their hunches with 
“expert surveys” from “outside 
sources.” The latter, believe us, often 
are unjustifiably costly, and inevi- 
tably some of them make guesstimate 
recommendations which are untrust- 
worthy. 


P. T. Barnum used to say that “a 
sucker is born every minute.” 


Thank You 


Maytag is an honored old name in 
the washing machine field, and re- 


cently this nameplate has been placed 
on home freezers. 


The editors of AIR CONDITIONING & 
REFRIGERATION NEWS_ know iittle 
about Maytag’s progress. in the 
freezer business, and none of us has 
met any of the Maytag people. But 
we were pleased when a belated issue 
of that company’s house organ, The 
Maytag News, was sent to us. In 
it we found this item: 


“For this month we’ve uncovered 
a book called ‘The Marshal’s Baton,’ 
by George F. Taubeneck, author of 
‘One Foot in the Door.’ Mr. Taube- 
neck, aided effectively by 29 of 
America’s top sales executives, has 
come up with a highly interesting 
and readable compendium of practi- 
cal, usable, sales management “know- 
how” that will prove valuable for 
every eager-to-get-ahead salesman 
and sales-minded dealer. 


“Every chapter of this book has 
been edited and commented upon by 
one of these leading sales executives, 
who gives the reader the benefit of 
his hard-won experiences in the busi- 
ness world (many are from the ap- 
pliance field). ‘The Marshal’s Baton,’ 
which is published by Conjure House, 
Detroit 26, Mich. (450 W. Fort St.) 
and retails for $5, is a reader’s digest 
of tested sales management wisdom 
which will prove helpful to those 
who read it. 


“By all means try to get a copy 
of the AIR CONDITIONING & REFRIG- 
ERATION NEWS for March 21, and 
read the fine article on page 12. It 
deals with the amazing sales train- 
ing program for salesmen in the Ft. 
Worth, Tex., Vergal Bourland appli- 
ance organization, which, by the way, 
had a one and one-half million dollar 
sales record in 1948.” 


Contributor’s Corner 


Subscriber George Meek, a _ top- 
notch consulting engineer, submits 
both an anecdote and a poem to “In- 
side Dope” this week. Here they are: 


A sixth-grade teacher at a progres- 
sive school asked the class to write 
a composition containing four sub- 
jects—religion, royalty, surprise, and 
sex. 

Johnny, a small boy sitting in the 
back of the room, busily started to 


write. In less than three minutes, he - 


raised his hand to signify he had 
finished it. 

“Why, you can’t have finished 
writing this soon,” the teacher said. 


“Yes, ma’am, I have.” 

“Read your composition to the 
class, Johnny.” 

Johnny responded: 

““My God,’ said the pretty Prin- 
cess, ‘I think I’m pregnant’.” 


One night a salesman dreamed a 
dream; he dreamed that he had 
died— 

And straightway to the Gates of 
Heaven, his sin-stained spirit hied. 

And there before the saints he 
stopped with head downcast and 
low, 

“My record’s very bad,” he said, “I 
guess I’m bound below; 

I’ve smoked a lot and drunk a lot, 
confess it all I must, 

And flirted too, and what is more, 
Great Heavens! How I’ve cussed.” 

The good St. Peter looked at him with 
kindly, smiling eyes, 

He shook his head, “Don’t ask,” he 
said, “a mansion in the skies, 

But let me see, I think you said you 
are a traveling man?” 

The sinner bowed, then on this strain 
the aged saint began: 

“You’ve taken some gay merchant 
out, and bought him drinks galore, 

And then he’s calmly said he'd 
bought his goods the day before: 

You’ve had to dodge the closing days, 
the markets and the fairs; 

You mostly went to bed each night 
too tired to say your prayers; 

You’ve had your letters sent astray, 
your samples wandered too; 

With porters, clerks, and office boys, 
you’ve been in constant stew; 

You've had to live at bad hotels and 
eaten ill-cooked meals; 

You’ve been waited on by sloppy 
girls, all run down at the heels, 
You've had to see all kinds of folks 

and please them every one, 

And when they’ve interviewed your 
firm, they’ve said your life’s all fun. 

Occasionally you saw your wife. Now, 
tell me is that so?” 

“It is,” replied the traveler, as he 
took his hat to go. 

“Ah, well,” said good St. Peter, open- 
ing the portal wide, 

“We're glad to meet you, just kindly 
step inside. 

We'll try to make you happy, we'll 
do the best we can, 

You’ve had your punishment on earth, 
you’ve been a traveling man.” 
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Black Eye for Appliance Industry Feared If 
Cut- Throat Practices at Retail Level Continue 


This is a brief report of certain 
phases of present day appliance re- 
tailing practices and conditions. 

To a person who has been en- 
gaged in appliance selling for several 
years, the facts contained in these 
pages may prompt the question, 
“Isn’t it time we got back to good 
old-fashioned appliance merchandis- 
ing and really SELL the product on 
its merits?” 

During the course of the past few 
weeks, conversations were had with 
100 appliance dealers doing business 
in towns and cities of various sizes, 
located in eight Central West and 
Eastern states. 

Three subjects in particular were 
discussed with them: 

1. The dealer’s opinion of the effect 
of present prices upon sales volume. 

2. The recent growing practice of 
some manufacturers to offer free 
premiums (give-aways) with the pur- 
chase of an appliance. 

3. What assistance dealers are 
getting from their distributors in the 
solution of sales problems. 

In summarizing the retail situation, 
it may be aptly described as being 
considerably affected by confusion. 
Stability is conspicuous because it 
is so difficult to find. Price tags don’t 
mean too much. Certainly they are 
no guarantee that the merchandise 
will be sold at the marked figure. 

The tag, seemingly, indicates the 
point at which the horse trading be- 
tween the prospective customer and 
the dealer begins. In many instances, 
the dealers’ policy was found to be, 

“Get the price on the tag if you 
can. If you can’t, get what you can.” 

At least that appears to be the 
prevailing method employed by large 
numbers of retailers to move mer- 
chandise today. 

The situation, then, briefly, is this: 
an abundance of merchandise, a pub- 
lic that is resisting established prices, 
and too many franchised dealers. The 


result? Cut-throat business prac- 
tices. 
Dealers were encountered who 


were so desperate for business that 
they were selling major appliances 
at 40% and 50% off for cash. Cuts 
amounting to 20% and even 30% 
were found not to be unusual. Like- 
wise, unconscionable trade-in allow- 
ances were being made on old and 
almost worthless appliances. 

We need not dwell upon what will 
happen to these retailers if they per- 
sist in such practices. Their demise 
is inevitable. BUT, what such ac- 
tions on their part are doing to price 
structures locally, and to the stability 
of the market, should be the con- 
cern of every branch of the industry. 

True, the industry is going through 
a period of shake-down and adjust- 
ment; but considering the methods 
being employed to move merchandise 
today, it will be a fortunate thing if 
it comes through without a painful 
black eye. 


Prices 


The public, dealers say, regard 
prices as being so high that they 
more or less refuse to continue to 
pay those established or set by the 
manufacturer. Reductions originating 
at the manufacturer level, retailers 
maintain, have not been of sufficient 
size to stimulate buying of any con- 
siderable degree. 

It is their contention that a $10 or 
$40 reduction on appliances formerly 
priced in the areas of $275 and $450 
respectively, is not enough—that, 
psychologically, the piece-meal meth- 
od of handling reductions has not 
brought about the desired result. 

The public’s reaction, the dealers 
go on to say is: “Well, well! They’ve 
cut the price of that range (refrig- 
erator or washer) $10. They’ll have 
to cut it another $10, and maybe 
several times $10. I'll wait.” 

And waiting many of them are, 
not merely because they refuse to pay 
present prices, but because many 
millions of families among those com- 
prising the mass market—increased 
bank deposits to the contrary—feel 
they cannot afford to buy at prevail- 
ing prices. 

It would appear that a consider- 
able portion of the public is waiting 
for prices equal to or approaching 
those of pre-war days, little realiz- 
ing that such a condition is beyond 
the realm of possibility with costs of 
production at existing levels. 

Most persons fail to appreciate 
how much increased costs of ma- 
terials and labor have affected prices. 
An increase in wages in the steel 


industry apparently doesn’t register 
with the average consumer as in- 
evitably having a direct effect upon 
the prices of household appliances. 

Dealers, themselves—many of them 
—were not sympathetic to the size 
of recently-announced price reduc- 
tions originating with the manufac- 
turers. Not only are bigger reduc- 
tions called for sufficiently, they say, 
to stimulate buying in volume, but 
that the public justifiably expects 
greater reductions. (Of course—with- 
out exception—dealers who make 
such demands also expect protection 
from the manufacturers. ) 

Your reporter is not upholding the 
retailers in this attitude, merely re- 
cording their expressions in order 
that their thinking may be known. 
Of course, dealers were interviewed 
who were sympathetic to, and had 
an understanding of, the manufac- 
turers’ pricing problems; but, even 
the majority of these men were con- 
vinced that further price reductions 
are necessary to stimulate the pub- 
lic into larger volume buying. 


Manufacturer-S ponsored 
Give-Aways 


The large majority of interviewed 
retailers were not enthusiastic about 
manufacturer-sponsored free _ pre- 
mium offers or give-aways, with the 
purchase of an appliance. 

Several objections were advanced. 
One always mentioned was that the 
retailer’s net, which he contends is 
too little anyway because of the size 
of his discount, is reduced by just 
the amount of the cost of the pre- 
mium to him. 

Also, because the give-away com- 
plicates the selling of the appliance 
in various ways: 

1. He can’t devote his sales efforts 
to the appliance, but has to spend 
part of his time to selling the 
premium. 

2. He finds it necessary to justify 
the price on the basis of the values 
and qualities, not only of the appli- 
ance, but the premium as well. 

3. Mrs. Homemaker isn’t interested 
in the medium or lower-priced range 
with which the aluminum pots are 
offered. She wants the high-priced 
model. In this circumstance, the 
dealer is confronted with the pro- 
spective purchaser’s demand that if 
he can afford to give away pots of 
such value with the lower-priced 
model, he most certainly can afford 
to give them to her. He does. — 

4. Mrs. Homemaker, the buyer, al- 
ready has an excellent set of pots. 
Since the dealer has sung the praises 


of the give-aways as being worth | 


about $20, Mrs. Homemaker advises 
—often demands—that if he expects 
to sell her, he must reduce the price 
of the appliance in the amount of the 
value of the premium. (The same 
situation arises in the case of the 
washer with which Mrs. Homemaker 
is offered give-aways reputed to be 
worth up to $40, or the free set of 
dishes with the refrigerator.) 

5. Again, Mrs. Homemaker, who 
purchased her range, washer, or even 
hand-iron—two, three, four months 
ago—learns that a free premium is 
now offered. She comes into the 
dealer’s store and demands that. she 
get the same treatment. In numerous 
instances, the dealer capitulates be- 
cause he hopes to sell her another 
major appliance in which he knows 
she is interested; or, because he is 
dependent upon her and hundreds 
of other women in that small-town 
buying-center. He can’t afford to take 
the chance of losing their goodwill. 

6. Numerous cases were reported 
where dealers found the give-away 
seriously complicating or even jeop- 
ardizing the sale. As one dealer puts 
it: “Mrs. Homemaker isn’t as dumb 
as some of us seem to think. When 
I showed her this washer and tried 
to put it across as a great buy, be- 
cause of the give-away products, her 
reaction was ‘If you or the manufac- 
turer can afford to sell me _ that 
washer for $119.95, and give away 
premiums that you say are worth 
$40, there certainly is a lot of water 
in that price of $119.95’.” 

7. Some dealers have found that 
the premium makes the woman skep- 
tical of the appliance. It builds up 
doubts in her mind as to its quality 
and/or price, which would not be 
there otherwise. Thus, in some in- 
stances, the give-away makes it 
difficult to sell the appliance. 

8. Dealers were almost unanimous 
in saying that the free frozen food 


offer, made in connection with the 
purchase of the freezer, does not sell 
the appliance. If Mrs. Homemaker 
is already sold and is ready to pur- 
chase the product, then the free pre- 
mium of $25 or $50 worth of frozen 
foods looks mighty attractive to her. 


problems. 


port on his most recent study. 


Well known to the appliance field is Albert P. McNamee of 
McCall Corp., publisher of McCall’s magazine, for his studies on 
appliance retailing practices and conditions. 

His most recent studies, covering 100 dealers in eight central 
west and eastern states, covers as principal subjects (1) dealer 
opinion of the effect of present prices; (2) recent growing prac- 
tices of manufacturers in offering free premiums; (3) what as- 
sistance dealers get from distributors in the solution of sales 


With his permission, the NEws presents Mr. McNamee’s re- 


But the point made by those dealers 
with whom your reporter talked, was 
that they do not believe that the free 
premium of foods actually sells the 
desire of ownership. 


Dealers were contacted who refused 
to accept any of the manufacturer- 
sponsored give-away deals, because, 
they insisted, such selling becomes 
too complicated. Some others who 
“bought the deal’ reported that they 
did not display the premiums, nor did 
they mention them during the course 
of the sale. “When Mrs. Housewife 
gets delivery, she also gets a pleasant 
surprise. Then, for the first time, she 
learns of the premium.” 


Others refused the deals; because, 
they contended, “the appliance should 
stand on its own merits’. “If we 
can’t sell it on that basis, then there 
is something wrong either with it 
or us.” 

- Every retailer contacted—with one 
exception—expressed himself as_ be- 
lieving that a material reduction in 
price at the manufacturer level would 
prove not only more desirable to 
them, because it would eliminate the 
selling complications caused by give- 
aways, but it was their belief that 
that would prove effective in stimu- 


lating the public to large volume 
buying. 

The ‘one exception” dealer figured 
it a good selling idea “to appeal to 
women’s desire to get something for 
nothing”. “All women like a bargain, 
and, as we all know, there are women 
who can be sold successfully—when 
that appeal is employed.” 

Your reporter is thoroughly aware 
that there are other retailers who, 
whatever their reasons may be, are 
using give-aways as a stimulus to 
moving appliances. Were that not so, 
the free premium deals would have 
died aborning. It was, nevertheless, 
the experience of your reporter that 
the great majority of those with 
whom he talked felt about give- 
aways as recorded above. 


Distributors’ Assistance In 
Promoting Appliance Sales 


Dealers are feeling the “pinch” not 
only because of a price-resistant pub- 
lic; but because, they say, distribu- 
tors, by-and-large, are not rendering 
much constructive help in solving 
the problem of how to move appli- 
ances in this buyers’ market. 
Distributors were criticized ad- 


versely for not doing anything help- 
ful; for not suggesting fertile pro- 
motional angles; for “trying to force 
us to carry too large an inventory, 
when we are having plenty of trouble 
moving what we've got;” and for 
persisting in franchising new dealers 
“when there are already too many 
in this city.” 

Some distributors.were harshly cri- 
ticized because “their only advice” 
was that their dealers cut prices in 
order to move the merchandise. This 
was particularly irritating to the 
retailers. ‘““‘What they are advocating 
is that we forfeit some of our profit. 
They don’t suggest anything that 
would mean they’d take any less 
margin.” 

As one dealer commented, “It’s a 
fine thing, when distributors—repre- 
senting some of the leading manu- 
facturers—-advise their dealers to cut 
the prices of their manufacturer sup- 
pliers.” This action was condemned 
vigorously by dealers not only from 
the standpoint of the fact itself, but 
because, in at least one instance, the 
manufacturer had a case pending in 
court against a dealer who is charged 
with breaking the fair-trade price 
maintenance agreement. 


WOLVERINE TUBE I! 


Clean 
Dry Easy to bend 


Solder-sealed at both ends 


Easy to buy 
Easy to stock 


WOLVERINE TUBE !S 


— Manufactured by a division of the 
country’s oldest producer of copper—Calu- 
met and Hecla Consolidated Copper Co. 


— backed by a quarter-century of manu- 
facturing of non-ferrous seamless 
tube exclusively — with strict ad- 
herence to quality-control from ore 
to finished product. 


It is now produced in 2 plants. 
There’s a sales office near you. 


Uniform 


Easy to inventory 


S 


WOLVERINE TUBE IS 


Packaged in coils in 50-ft. lengths 

Easy to handle 
Easy to sell. 

Easy to reship 


WOLVERINE 


CALUMET AND HECLA 


TUBE 


CONSOLIDATE 


'NCORPORATEO 


1413 CENTRAL AVENUE . 


MANUFACTURERS OF SEAMLESS NON-FERROUS TUBING 


There IS a difference in tubing —¢Zecgy Woluerine 


DIVISION 


D COPPER COMPANY 


DETROIT 9, MICHIGAN 
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REFRIGERATION: 
AIR CONDITIONING 
COMMERCIAL 


For All Your 
Refrigeration and 
Air Conditioning 

Requirements 
Curtis Refrigerating Machine Division 


of Curtis Manufacturing Company 
1912 Kienlen Ave. St. Lovis 20, Mo. 


Established 1854 


Refrigeration Equipment 
WANTED 


We desire to purchase all types 
of commercial refrigeration 
equipment of standard manufac- 
ture. Also interested in complete 
condensing units of standard 
make. Will pay cash. Give full 
details. 


Box 3231, Air Conditioning & 
Refrigeration News 


Pulleys and Fan Bla 
Industrial & Variable — 
Speed Pulleys 
“Standard equipment with most 
_ refrigeration unit manufacturers. 


Sold By All Better Jobbers 


Swift Manufacturing. Ine. 


(1455 E. Nine Mile Road 
Hazel Park, Mich. 


Direct Mail Drive, Fair Service Prices, Brand Promotion, Initiative 
Produce Bonanza Air Conditioning Volume for Kalamazoo Concern 


By George M. Hanning and 
C. Dale Mericle 

KALAMAZOO, Mich.—‘‘At the be- 
ginning of the season, the Typhoon 
factory told us that our packaged air 
conditioning sales ought to be two 
for one what they were last year. 
But for us, it hasn’t worked out that 
way. Our sales have been four for 
one over last year.” 

So declared Henry P. Schippers, 
youthful vice president of the Serv- 
ice Appliance Co. here, in describing 
the firm’s bountiful air conditioning 
business that has kept him on the 
run all summer and promises to keep 
him stepping for some time to come. 

Schippers ventured the opinion that 
Service Appliance has sold more 
packaged air conditioning this sum- 
mer than all the rest of the local 
dealers in the business combined. 
The firm is a Typhoon regional sales 
office covering 10 counties in south- 
western Michigan with activities 
centered in this town of 58,000 popu- 
lation. 

He said that by early July the 
firm had already sold 22 packaged 
units of from 3 to 10 tons capacity 
and had several more on deck. Some 
of these are slated for installation 
next winter after the normal air 
conditioning season ends. 

“On top of that, I would say we 
have from 25. to 50 very good pros- 
pects lined up for next season,” 
Schippers asserted. 

What’s behind this bonanza of busi- 
ness? Schipppers can recite several 
potent reasons and can point to spe- 
cific sales deriving from each. 


i 


by Service Appliance Co. in Kalamazoo is this job in a private club 

room located in a Kalamazoo hotel. That’s Henry P. Schippers, vice 

president of the firm, pointing to the grille connected to the conditioner, 
the latter being in the janitor’s closet. - 


These reasons include a_ strong 
direct mail advertising campaign, a 
reputation for reasonably-priced 
service, two years promotional work 
getting the Typhoon brand name ac- 
cepted in this southwestern Michigan 
area, a good product, and personal 
initiative in presenting the advan- 
tages of air conditioning to prospec- 
tive customers. 

At the top of Schippers list is the 
successful direct mail campaign he 
started at the very beginning of the 
air conditioning season and which is 
just now being wound up. 

The mailing pieces were factory 


prepared advertising cards, with a 
—_4 


LIXON Sone Mesnted PROTECTORS 


Provide Positive Motor Protection 


= 


oe 
te 


@ Prevent Motor Burnouts 
@ Reduce Factory Returns 


@ Enable the Unit to 
Maintain Refrigeration 


Klixon Motor Starting Relay 


completes the combination re- 
quired to start and protect the 
hermetic motor. Its positive 
action and long life eliminate 
starting troubles and make ita 
fitting companion for the Klixon 
Peptector. sed and recom- 
a by leading refrigeration 
manufacturers, 


hermetic or open type com- 
pressors or a user of these 
units, it will pay you to use 
Klixon Protectors. 


> NG 


Although hermetically sealed units vary in design, they all can have 
sure motor burnout protection with Klixon dome mounted Protectors. 
Mounted on the dome where they follow every temperature change, a 
Klixon Protector prevents the motor from burning out by shutting “off” the 
power should the motor become dangerously overheated. When it cools 
sufficiently, the Klixon Protector snaps the power “on” again automatically 
enabling the unit to provide refrigeration. And because it is built-in by 
the hermetic manufacturer, you get a tested and proven combination that 
will protect the motor for the entire life of the refrigerator. 
Don’t forget that motors with Klixon Protectors should also be used 
with open type compressors. Whether you are a manufacturer of 


SPENCER THERMOSTAT 


Division of Metals and Controls Corp. 
2408HFORESTASTREET, ATTLEBORO, MASS. 


TRADE MARK ALG, 


return postal included. Five different 
cards were used during the campaign. 
A total of 1,050 cards were sent out 
each week for five weeks to selected 
prospects throughout the 10 county 
area that Schippers covers. Then the 
same series of five were sent out 
again to the same prospects every 
other week for 10 weeks. 

“Repetition was the important fac- 
tor in the success of the mailing,” 
Schippers explained. “For example, 
one woman theater owner threw 
eight of these mailing pieces in the 
wastebasket without opening them, 
just as many other people will do. 

“But the ninth one she opened 
and read. Not long before that she 
happened to see a demonstration of 
a Typhoon air conditioner for theater 
exhibitors. The name Typhoon on the 
mailing piece caught her attention. So 
she filled out the reply card and 
asked that we call on her. 


Units Prove Economical 


“She has a 500-seat theater and 
had been using a water cooling sys- 
tem. We sold her two 3-ton units and 
used the blower on the water system 
to circulate the air. The job is work- 
ing out very economically for her. 

“It just takes one job like that to 
pay for. the entire mailing. But we 
got three jobs from customers who 
had never been contacted in any 
other way than by this mailing pro- 
motion. We think it has really paid 
big dividends.” 

Another promotional device that 
has closed sales for Schippers has 
been a Typhoon factory-produced 
movie film that tells the story of air 
conditioning and takes the viewer 
on a pictorial trip through the fac- 
tory showing just how the Typhoon 
air conditioner is manufactured. 


Schippers says that he carries this 
film in the back seat of his car at all 
times, along with a portable screen. 
He adds that he shows it to all 
prospects who can spare a _ few 


minutes to watch the movie. 

“It has proved invaluable in con- 
vincing customers of the quality pro- 
duct that they are receiving,” he 
pointed out. “One man purchased an 
air conditioner with no further urg- 
ing after viewing the film.” 

Using his own initiative to demon- 
strate for customers just what air 
conditioning will do for them is an- 
other Schippers sales approach that 
has made the ink flow on order 
forms. 

“It is only common sense that a 
merchant is going to listen to you 
when you can show him how he can 
save money by having air condition- 
ing. He appreciates it when you take 
your own valuable time to study 
his business and make sound recom- 
mendations for improvements. 

“For instance, I took my wife out 
to a restaurant one recent night for 
dinner. While we were waiting for 
our orders, I sized up the dining 
room, noting approximate dimen- 
sions, number of customers, heat 
sources, etc. and made out an esti- 
mate on an air conditioning job. 

“The next day, I stopped in to the 
restaurant at a time when I knew 
the proprietor wasn’t busy and asked 
him if he had thought of putting in 
air conditioning. No, he _  hadn’t 
thought of it and he wasn’t in- 
terested. 


‘Keep Patrons You Have’ 


“I pointed out how air condition- 
ing would increase his business. But 
he said he had as much business as 
he could take care of now. So I 
asked if he had thought of air con- 
ditioning as a means of keeping those 
customers. 

“I told him that with other restau- 
rants gradually installing air condi- 
tioning diners are not going to con- 
tinue to patronize places that did not 
have it. I asked him what the aver- 
age check was during the dinner 
hour. Then I figured how much he 
would lose every day and every 
month if only 10% of his customers 
wandered away. The figure of 
monthly loss was impressive. 

“In comparison, I showed him that 
the monthly payments on air condi- 
tioning for his restaurant would be 
far less than the potential loss. 

“I told him that I had sized up 
the restaurant while having dinner 
there the previous night. I pointed 
out just where the air conditioners 
could be placed for the most effective 
service and noted the approximate 
cost. 

“He was very much impressed that 
I had gone to all that trouble on 
speculation. Before I left him, I 
knew that I had a very sound pros- 
pect.” 

Schippers declared that of the 22 
air conditioning units his firm has 
sold so far this year, only three of 
them were sold without steam heat- 
ing coils..All the others are for year- 
round use. 

As the water supply is good in 
this territory, the units are being 
installed without evaporative con- 
densers. In three or four years, how- 


(Continued on next page) 


Paper Co. Tries Out Packaged Units 


One of the larger air conditioning jobs put in by Schippers includes six 
Typhoon packaged units in the experimental and designing department of 
Sutherland Paper Co., large manufacturer of cartons. Employes in the 
experimental press room (above) and design department (below) will benefit. 
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Dealer Air Conditions His Own Store 


I 


As an air conditioning contractor, Service Appliance Co. has a 5-ton unit to 
cool its own salesroom featuring displays of the appliance lines carried 


by the firm, which started 
* 


in the appliance business in the 1920's. 


* 


Firm’s Commercial Sales Increase Steadily 
Under Low-Price, ‘Service To Sell’ Policy 


(Continued from preceding page) 


ever, he believes that evaporative 
condensers will be necessary and then 
a large separate market for these 
will be ready among air conditioner 
owners. 

He sees a great future for the 10- 
ton packaged air conditioner. This 
unit, he declared, gives the customer 
a $200 saving over the price of two 
5-ton units and in addition will save 
him about $400 or $500 in installa- 
tion costs. 

In about four or five years, he 
predicted, the majority of the new 
homes built in the medium price 
bracket will include a 3-ton air con- 
ditioner equipped with heating coils 
that will do a year-round job of space 
and water heating. 

Getting a jump on the trend, he 
is putting a 3-ton conditioner in his 
own new home, currently under con- 
struction. 

Schippers’ installations range from 
simple single unit jobs to multiple 
units in shoe, clothing, novelty, de- 
partment, and cigar stores. He has 
units in bars, offices, a pool room, a 
funeral home, and a carton experi- 
ment and designing department of 
the Sutherland Paper Co. here. 

The Sutherland Paper Co. job is 
one of his larger ones and includes 
four 3-ton units and two 5-ton units 
to comfort cool 66,300 sq. ft. of floor 
space. The units are designed to do 
both a heating and cooling job. 


Placement of Units 


The carton experiment and design- 
ing department occupies one quarter 
of the ground floor of a new, modern 
building that Sutherland is now com- 
pleting. Construction has been un- 
derway for some time and only the 
interior fixtures and furnishings re- 
main to be put in. 

Though the department will even- 
tually be partitioned off into separate 
offices, the employes are already at 
work in the area assigned to them. 
Five of the conditioners are stationed 
along outside walls. The other is 
placed along the inside wall. 

Each conditioner has its own area 
to heat and cool and has been per- 
forming satisfactorily for several 
months. 

Howard Mitchell, heating and ven- 
tilating engineer for the paper com- 
pany, supervised the installation, and 
expressed satisfaction that the units 
will be able to handle the job cut 
out for them. 

When the partitions are actually 
installed, short ducts may be required 
to provide even cooling in the various 
offices, but whether or not this is 
done will depend upon performance 
at that time, he indicated. 

Mitchell noted that the second floor 
of the building is being air condi- 
tioned by a 40-ton Unitherm central 
system. The company is trying out 
both the central system and pack- 
aged type of air conditioning to de- 


termine which is best, he said. 

Despite the large amount of win- 
dow area in the department, the 
packaged units have kept the work- 
ing space comfortably cool during 
the recent heat waves without even 
using their entire capacity, Harold 
J. Buttery, plant engineer for the 
paper company, testified. 

One of Schippers’ recent and rather 
unusual installations was made in the 
Breenweld’s shoe store here. This 
store is laid out in four different 
levels. 

The front section of the store is at 
the street level. A stairway along one 
wall rises to a second level, about 
10 ft. above the street level. The 
third level is below the second and 
about 3 ft. lower than the street 
level. The fourth level, at the same 
height as the street level, permits 
entrance from a side street to the 
depressed third level. 


Two 3-Ton Units Used 


All levels are provided with sepa- 
rate sales and stock storing space. 

All four are conditioned by two 3- 
ton packaged units. 

One unit is installed in a stock 
room at the rear of the upper level. 
A short duct leads from the unit to 
an outlet grille over a curtained door- 
way hiding the stock room. Air is 
propelled from the grille straight for- 
ward toward the front of the store 
and cools both the second and street 
levels. 

Directly beneath the _ stairway 
leading to the upper level is the 
other unit. This one faces the rear 
of the store and propels air into the 
lower level. The air then spills over 
into the fourth level. 

According to the management, this 
arrangement has worked out very 
satisfactorily over a period of time. 

An installation somewhat similar 
to this was made in the newly re- 
modeled Ruth Donhelly Shop, han- 
dling men and women’s wear and ac- 
cessories which was expected to re- 
open about Aug. 1. In this job, three 
3-ton air conditioners were _ used. 
One was placed at the rear of the 
ground floor, one at the side of the 
second floor, and one at the rear of 
the second floor. 

Each unit was hidden in a stock- 
room with a short duct attached so 
that the unit would take up no sales 
space and do the cooling job in an 
inconspicuous manner. 

Schippers pointed out that in all 
his jobs he makes it a point to put 
in a compressor large enough to do 
the job that will be required. 

“Trying to shave a few dollars 
off a bid in this way will only pave 
the way for future complaints and 
make the customer knock the unit 
when it really isn’t the fault of the 
equipment at all,” he said. 

Though air conditioning is taking 
up most of his time these days, 
Schippers also does a_ considerable 
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journal 


INCREASE YOUR SALES TO Latin America! 


— by advertising your products in 
RADIO Y ARTICULOS ELECTRICOS 


You get thorough coverage of almost every important re- 
frigeration and air conditioning importer, distributor and 
retailer when you use RADIO Y ARTICULOS ELECTRICOS. 
Monthly circulation of 9000 copies with special section each 
issue devoted to refrigeration and air conditioning. 

The cost is low—rates start at $25 per issue for a 2” ad. 


RADIO Y ARTICULOS ELECTRICOS is the only export 
serving this field in Latin America. 


Write for sample copy and complete data. 


THE CANTEKBURY PRESS 
309 W. Jackson Bivd. 


Chicago 6, Ill. 


commercial refrigeration and domes- 
tic appliance business. In fact the 
domestic appliance business accounts 
for half of the firm’s volume, which 
runs better than $200,000 per year. 

Business is good in both the do- 
mestic and commercial lines, Schip- 
pers indicated, pointing out that so 
far this year, every month has been 
better than the preceding one. 

Schippers related that Service 
Appliance has been in its same loca- 
tion at 401 E. Michigan Ave. for the 
past 20 years. At first the firm, 
founded by his father, Pete Schip- 
pers, who is now secretary and trea- 
surer, handled tires and appliances. 
But later the firm dropped the tire 
line and continued with Westinghouse 
appliances, the line the firm still 
carries. 

In the commercial field, the com- 
pany, which is headed by Schippers’ 
mother, Mrs. Pete Schippers, had con- 
centrated mainly on the beer cooling 
business. Schippers estimated that 
Service Appliance does about 75% of 
the beer cooling business in Kala- 
mazoo. 

He credited its dominant role to 
a “service to sell’ policy. Though 
the firm has six servicemen and four 
service trucks on duty at all hours, 
it does not consider itself to be a 
service organization, he said. 

“We service strictly to sell,” 
Schippers explained. ‘‘We give the 
taverns service whenever they ask 
for it and at a redsonable price. In 
fact we set our charges at the break- 
even point. We don’t expect to make 
a profit from service. 

“However, this low-price policy has 
really built up our commercial re- 
frigeration business. It has _ been 
growing by leaps and bounds.” 

To expedite its service operation, 
Schippers uses two different tele- 


phone numbers, one being strictly 
for service calls. “This speeds up 
our operation and prevents annoy- 
ance on the part of the customer, 
who, if only one number were avail- 
able, might be irritatingly delayed 
by getting the busy signal in his 
ear for several minutes,” he com- 
mented. 

Schippers declared that the firm 
had given the service maintenance 
contract a whirl but was forced to 
abandon it. Service Appliance found 
that this method of operation actu- 
ally cost too much money. If the 
customer’s equipment’ should fail 
after a serviceman had checked it, it 
was always the serviceman’s fault 
and the customer never seemed to 
feel under any obligation to pay for 
the additional service required, he 
explained. 

The store uses newspaper adver- 
tising to promote its appliances. 
Schippers recalled a recent promo- 
tion he used with great success. He 
got a deal on one brand of washing 
machine whereby he could offer a 
combination washer, wringer, and 
ironer for a special price. 

He recalled that the firm had used 
a rather successful advertisement 
back in 1940 on a washer promotion. 
So he went to the newspaper office 
and looked over the back files of 
the paper until he ran across the 
old advertisement. 

He took that advertisement bodily 
—picture of the old model and all— 
dressed it up with the new price 
information and ran it as it stood. 
The response was amazing. 

“There were people lined up out 
in front when we came down to 
open up the store the next morning,” 
he related, “and they kept coming 
all day. We sold 20 washers on the 
basis of that advertisement alone.” 


ROME-CONDENSER 
* Jointless Type * 


_Rome Water Cooled Condenser 
Coils insure trouble-free condens- 
ing equipment. Used by leading 
compressor manufacturers. 


ROME-TURNEY 


RADIATOR COMPANY 
222 CANAL ST. 
ROME, N. Y. 


Sales Engineer 
Wanted 


High type Sales Engineer with an engi- 
neering background and real sales ability 
to call on high class accounts, must have 
experience in sales and ability to train 
men to sell condensing units and refrig- 
eration equipment. Send full particulars, 
age, photograph, and references with 
application. 
Box 3256, Air Conditioning & 
Refrigeration News 


> 
- 
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Still the Gest Guy... 


and First Choice of Contractors and Servicemen 
- Because of these Field-Proven Features 


BALANCED-ACTION 
DIAPHRAGM 
PACKLESS VALVES 


THE VALVE 
WITH THE 
BLUE OVAL 
HAND WHEEL 


ANNOUNCING 


Yew BLUE BANTAM | 


POSITIVE 
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@ A Balanced-Action valve is non-directional. 


@ It cannot stick shut regardless of pressure differential above 


or below seat. 


®@ Valve will operate even 


Opening action with 
high pressure above 
valve seat. Note how 
pressure is equalized 
through balancing 
channel resulting in 
easy and positive 
opening action. 


if a high vacuum exists 
below the seat and there 
is a high pressure above 
the seat. This condition is 


frequently encountered 
when pumping down or 


evacuating a part of a 
system. 


DIAPHRAGM PACKLESS VALVE 
LOWER in Height and LOWER in Price 


It contains all the field proven advantages such 
as Balanced-Action,two-piece upper stem, four 
laminated diaphragms of dissimilar metals, pos- 
itive spring action, long-life composition seat 


y . disc and easy grip hand 
Tat 2 AN 


wheel. 


Size Range: %" through 
%” O.D. 


Note two-piece upper 
stem and positive seal be- 
tween balancing channel 
; and bottom diaphragm 
ae while valve is in closed 


pP 


Valves, Driers, Strainers, Control Devices 


and Accessories for Refrigeration 
and Air Conditioning and 
Industrial Applications. 


NACo 
yw 


CONTROLLING 


Simca sere 


TWO-PIECE UPPER VALVE STEM 
For Longer Diaphragm Life 


The lower section of the two-piece upper valve 
stem is a non-rotating floating bearing plate 
which minimizes torsional wear and strain on 
diaphragms. 


EASY DIAPHRAGM INSPECTION 
AND REPLACEMENT 


When valve is in full open position, lower stem 
back seats on spring cage. Spring tensioned 
ball check seals off balancing channel with 
valve chamber under line pressure permitting 
access to diaphragms after bonnet is removed. 


Complete Size Range for 4” 
through 1%” 0. D. copper tubing 


~ SEE YOUR WHOLESALER 


nnn AMON 
A 


Two-piece upper 
valve stem hos 
non-rotating 
floating bearing 
plate. 


Diaphrogms are 
not subject to 
line pressure 
when valve is 


back-seated. 
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HENRY VALVE CO. 


Melrose Park, Ill. (Chicago Suburb) 
Cable: HEVALCO, MELROSE PARK, ILLINOIS 
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They’ll Do It Every Time... . By Jimmy Hatlo 


S A BACHELOR, SAWOOD THE 
SALES MANAGER SAID YOU JUST 
COULDN'T MIX ROMANCE WITH BUSINESS»: 


AND WHAT'S MORENO SALESMAN Y 
IS TO TAKE HIS WIFE ALONG ON 


MARRIED — | oFFICES+-ILL HAVE TO 


L HATE TO GO, BUT 
THE WAY THINGS ARE 
IN THE OUT-OF-TOWN 
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BUSINESS TRIPS! THE FEMININE 
INFLUENCE IS ALL RIGHT IN ITS 
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TURES SYNDICATE, Inc, WORLD RIGHTS RESERVED. 


Evaporative Condensers Serve Huge 


Ballroom Silently, Economically 


Lots of room — plus plenty of cool comfort — make 
the West View Park “Danceland” in Pittsburgh a 
popular spot night after night. Dependable Marlo 
Evaporative Condensers, operating silently and effi- 
ciently, help maintain the kind of comfort that means 
bigger, better crowds — continued good business! 


¢ Marlo cooling units mean better business for you — 


and your clients. 


e They're compact, easy to install — and operate at 
a 95% water saving! 


- 
MARLO : HEAT R aNsFeER 


General view of the 
dance floor, large enough 
to accommodate 1500 people 


gy 


Entrance to ‘‘Danceland" 
with crowd shown waiting 
to enter 


One of the two Marlo EC Evapora- 
tive Condensers that serve the 
giant “‘Danceland.” 


¢ A York Corporation installation for 
the Harrison Construction Co. 


Write for MARLO EC Bulletin 
Fae RED 
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Water Cooler Merchandising 
Is A Peculiar Problem 


OR a long time the demand for a regular supply of cool, 
I vetceahing water via electrically-refrigerated water coolers 
has had “summer only’ tag on it for most specialty dealers. 


From a 1938 sale of 20,000 water coolers, however, the 1948 
water cooler unit sales volume will jump to a figure several times 
as large—which indicates that the vastly increased, year-round 
demand for a refreshing drink of water at any time, anywhere, on 
the part of America’s productive workers, thinkers, and ‘just 
plain folks” has been heard and recognized. 

One factor which has multiplied the demand for water coolers 
tremendously is the new awareness on the part of America’s 
laborers of their hourly need for quickly available refreshing cold 
drinking water in the plants where they work. Likewise, secre- 
taries, actuaries, clerks, and executives are expressing their de- 
sires for “the best drink of all’—cool water. 

General drives for the improvement of working conditions— 
either satisfied voluntarily by employers or negotiated by labor 
unions—frequently have resulted in the installation of many, 
many thousands of both pressure-and-bottle type coolers in 
factories; and also, in office buildings. 


Large manufacturing plants, and every type of commercial 
enterprise, in consequence, may supply the BIG volume market 
for water coolers in the rewarding years to come. 


But in sorting our industrial prospects for factory water 
coolers, it may be helpful to remember that 92% of America’s 
manufacturing plants have fewer than 100 employes (all of them 
are water drinkers, of course), that 77% of America’s wholesalers, 
91% of the retail stores of all kinds, 92% of our service establish- 
ments (barber shops, dental labs, cleaning and repair shops, etc.) 
plus 93% of America’s hotels and 97% of our country’s commercial 
amusement spots have net individual annual sales of less 
than $200,000—or annual profits or actual income of less than 
$50,000. | 

Important note: This “small business” category, however, 
accounts for 35 to 40% of the total retail dollar-turnover in the 
United States. 


No matter how small these “little businesses” may be, 
relatively, in the aggregate they add up to a huge market for 
water coolers. 

Here, indeed, is a multi-million-prospect market; and this 
market is solidly based on a fundamental, essential human need. 


To factories and stores which need water coolers one can add 
small offices, honeycombed office buildings, hospitals, commer- 
cialized amusement whingdings, apartment houses, community 
centers—any place where people congregate—in sizing up this 
impressive, waiting-to-be cultivated source of sales and profits 
for manufacturers and dealers of water coolers. 

A constant, cool supply of drinking water is “good business” 
in industrial, commercial, and public relations—everywhere and 
all the time. And that fact—once it’s recognized—means 
continued “good business” for water cooler manufacturers and 
dealers today and tomorrow. 

The heck of it is that no sales executive has apparently figured 
out how to sell water coolers all the year-round. 

Even when it’s below-zero weather, everybody who works for 
a living needs and enjoys access to a refreshing swig of 
perpetually-cold drinking water. That we know. How can water- 
cooler sales executives translate that obvious fact into money- 
saving promotional appeals? 

Maybe YOU, Mr. Reader-Subscriber, can advance an answer 
to this perennial problem. 
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To Avoid Possible Moisture Problems Manufacturers Seek 
Ways To Eliminate Water Tests of Pressure Vessels 


CHICAGO—‘“We are seeking for 
a way that wherever possible we may 
avoid hydrostatic testing of pressure 
vessels and substitute some other 
method. The reason for this is that 
when using many of our present-day 
refrigerants we cannot tolerate any 
water whatsoever remaining in the 
system, and in vessels of the shell- 
and-tube type with finned tubes it 
is almost impossible to remove all 
the water once it has been introduced 
into the shell.” 

This aim of the committee now re- 
vising the American Standards Asso- 
ciation B9 code on refrigeration was 
outlined before the National Board 
of Boiler and Pressure Véssel In- 
spectors by Frank J. Allen, product 
engineer of York Corp., who also 
explained current thinking on the 
problem of inspecting mass-produced 
pressure vessels of 5 cu. ft. capacity 
or less. 


Inspection Change Needed 


“We feel that we are rapidly ap- 
proaching the day, if we are not al- 
ready there, where provision must 
be made to take care of multiple 
production,” Allen said. 

“As an example, several corpora- 
tions make 10,000 or more per year 
of the small pressure vessels of 5 
cu. ft. and less capacity to which 
we have reference and it is the ex- 
pectation that this production will 
considerably increase in the future. 
Naturally since the production pro- 
gram cannot be spread evenly over 
every day of the year it means that 
they would be involved in production 
of anything from 80 to 200 of such 
vessels in a work day. 

“The problem of supplying indivi- 
dual inspection or individual stamp- 
ing (that is a stamp which varies) 
to each vessel would become quite 
difficult. Of course we know that 
under the existing ASME Code in- 
dividual inspection is not required but 
stamping the data and keeping the 
detailed records on materials so that 
when required the U-3 form can be 
supplied becomes an almost impossi- 
ble task. 

“We can guarantee that the proper 
material would always be applied but 
the difficulty lies in tying a lot used 
in production of the vessels to a spe- 
cific lot of material from the supplier. 


Suggested Procedure 


“The general outline of these pro- . 


posals on multiple production are: 

“1. Design to conform to ASME 
Unfired Pressure Vessel Code with 
a factor of safety of 5. 

“2. Materials used to comply with 
the Unfired Pressure Vessel Code. 

“3. The process of manufacture 
including the welding to be approved 
by a code authority. 

“4. A definite step of the procedure 
to provide for a shop test on each 
vessel. Such a test having been ac- 
cepted by the code authority as fully 
satisfying the intent of the Unfired 
Pressure Vessel Code. 

“If then, having satisfied the code 
authority that the design of a vessel 
meets ASME Code requirements; that 
the production methods are accept- 
able; and that the method of tests 
such as to insure the intent of the 
code is met, a stamp would be ap- 
proved for use by the National 
Board,” explained Allen. 

“A provision of the stamp would 
be that the year of manufacture 
would be indicated by a number to 
be incorporated in the stamp. 

“When a design was approved and 
the stamp permission granted by the 
National Board, the manufacturer 
could proceed with production. At re- 
current periods to be arranged, the 
manufacturer would report the num- 
ber of vessels made by him in that 
period registering the production lot 
on a single certificate. 

“These proposals in relation to 
multiple production are to cover ves- 
sels of 5 cu. ft. capacity or less. 


We believe that vessels of this type 
could be handled under such arrange- 
ments without in any way deviating 


from the safety standards of the past - 


and we do not think that the absence 
of individual manufacturers’ data re- 
ports or the possibility of obtaining 
such reports for each one of them 
would lessen such safety standards. 

“In recent conversation with an 
official of an organization which is 
very deeply interested in this ques- 
tion of inspection, he informed us 
that it would be completely out of 
the question for them to supply 
enough inspectors to industry to 
handle the individual inspection and 
certification of such small vessels. It 
will be a hardship for the manufac- 
turer to stamp individual data chang- 
ing with each one on every such 
small vessel he might make in a 
multiple production process. 

“At no time has the question en- 
tered our minds of lessening the 
standards of safety, which we pre- 
sently have. 

“We are convinced that the stand- 
ard of quality set up by the ASME 
Code must be our foundation. We 
are equally convinced that we must 
work towards more uniform use of 
this standard. However, we also feel 
that we must find some way to make 
the use of this standard fit in with 
multiple production methods.” 


Material Already Tested 


On the problem of hydrostatic 
tests, Allen points out that “there is 
the case when the shell of the pres- 
sure vessel is made from a section of 
pipe which has previously been sub- 
jected to a hydrostatic test which 
thereby proves its intrinsic strength 
and that of any longitudinal weld 
therein. Here we might propose that 
this hydrostatic test having been ap- 
plied in the form of pipe that the 
subsequent testing on a shell made 
from this pipe be confined to an air 
test at the maximum allowable work- 
ing pressure for which the shell is 
designed. This, we believe, would en- 
sure the tightness and reliability of 
the assembled vessel. 

“At this point it would be well to 
examine a feature of refrigeration 
engineering which is not too genera- 
ally known and appreciated. 

“As you know, the refrigerants 
used in these systems are compara- 
tively costly being worth anything 
up to $1 per pound. You should keep 
in mind that a pint glass could hold 
more than a pound of one of these 
liquid refrigerants. Care must be ex- 
ercised not to waste such materials. 
However, still more important is 
the cost of replacing a lost charge 
and a possible liability for material 
spoilage as a consequence. 


Relief Valve Design 


“Owing to the difficulty of obtain- 
ing a relief valve which would hold 
its seat tight enough to ensure that 
there was no leakage of refrigerant, 
it is the practice in our industry to 
use a much heavier spring in loading 
a relief valve than would be normal 
for its size for other applications. At 
the same time we design the vessel 
to contain the refrigerant and on 
which the relief valve is to be 
mounted to a higher design pressure 
than can ever be developed in the 
operation of the system. 

“You will find that the Design 
Working Pressure as defined in this 
ASA-B9 Code is the same as what 
is called the Maximum Allowable 
Working, Pressure in the Unfired 
Pressure Vessel Code. Now the 
maximum intended pressure which is 
developed in the system during op- 
eration or shut down is much less 
than this and is defined in the ASA- 
B9 Code as the Process Pressure. 

“Our Design Working Pressure is 
always at least 25% more than the 
Process Pressure. 

“On Pressure Vessels of less than 


“Service doesn't falter Write for your copy. 


when it comes from Harry Alter 


If You're Interested in Refrigeration pp 
You'll want a copy of the new 


% DEPENDABOOK wo. 150 


Refrigeration Parts Catalog 


DEPENDABOOK Number 150 is 
jammed full of illustrated refrigeration 
parts and supplies at rock-bottom Sims 
prices... Depend on DEPENDABOOK. Wim 
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1728 S. MICHIGAN AVE., CHICAGO 16, ILL, 
134 LAFAYETTE ST., NEW YORK 13, W. Y. 


5 cu. ft. we propose to continue build- 
ing them with a minimum factor of 
safety of 5, as against a permissible 
factor of safety of 4, in the ASME 
Code. If, therefore, you consider 
these two factors, namely, the 25% 
difference between the pressure for 
which the vessel is designed and the 
maximum intended process pressure 
of the system and the fact that the 
vessel has this added factor of safety 
of five instead of four, you will see 
that the Design Working Pressure, 
or as you would term it, the Maxi- 
mum Allowable Pressure, actually 
represents better than one and one- 
half times the pressure obtained in 
the system during operation. 


What Test Would Mean 


“If, therefore, in the case of these 
vessels of 5 cu. ft. or less, we ask 
that the testing be done with air 
to a figure equal to the Maximum 
Allowable Working Pressure, you 
will see that what we are providing 
is the equivalent of testing to one 
and one-half times the actual work- 
ing pressure. 

“We must tie together the testing 
to Design or Maximum Allowable 
Working Pressure and the use of 
air for testing because the Design or 
Maximum Allowable Working Pres- 
sure for a vessel containing certain 
refrigerants may be 300 lbs. We 
know that it would not be considered 
safe to go to either one and one-half 
times of twice 300 lbs. using air 
for the shop test and for reasons 
stated we cannot use water.” 
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You'll probably agree that a 54 degree variation 
between valve body and feeler bulb temperatures 
is a rarity in anyone’s experience. 
of refrigeration engineers who have seen the above 


demonstration this was a dram 


value of LIQUID CHARGING. Actually you 


can install the A-P valve body 


either warmer or colder than the bulb without 


affecting bulb control. This is 


CHARGED advantage that simplifies installation 
while it protects your system performance. 


LIQUID CHARGING, developed to modern 
efficiency by A-P engineers, is one reason for 


DEPENDABILITY in all A-P 


pansion Valves. Remember this—to your benefit. 


sn 
: 6th Edition of the 


BASIC VOLUME 


(Refrigeration Fundamentals) 
of the . 


ASRE DATA BOOKS 


Just off the press! 
(Last edition dated 1942) 


CONTAINS: 


¢ LATEST DATA ON REFRIGERATION OPERATION 
AND DESIGN FACTORS 


e NEW PSYCHROMETRIC CHARTS COVERING 
LOW TO HIGH TEMPERATURES 


¢ GREATLY EXPANDED REFRIGERANT TABLES 
AND CHARTS 


¢ ELABORATE REFRIGERATION CLASSIFIED SEC- 
TION 


‘Over 900 pages of valuable information, including 233 tables, 
362 illustrations, and 4 inserts, as well as a glossary and index 
all for 7.00 the copy. 


Order from: 


American Society of Refrigerating Engineers 
40 WEST 40 STREET, NEW YORK 18, N. Y. 


LIQUID CHARGED 
Bulb MAINTAINS 
Control... 

even with the 
valve body 

54° colder! 


But to thousands 


LiquID || 
CHARGED | 


Model 
207 


Capacity, up to 
ton Freon 12, 1 
ton Methyl. 


Use it, without ad- 
justment, for all low, 
medium or high suc- 
tion temperature ap- 
plications. 


atic proof of the 
in a temperature 


an A-P LIQUID 


Thermostatic Ex- 


AUTOMATIC PRODUGS COMPANY 


2450 NORTH THIRTY-SECOND STREET © MILWAUKEE 10, WISCONSIN 


Export Dept., 13 East 40th Street, New York 16, N. Y. 


DEPENDABLE Zefuseration Values 


STOCKED AND SOLD BY GOOD REFRIGERATION WHOLESALERS EVERYWHERE. . . RECOMMENDED AND 


INSTALLED BY LEADING REFRIGERATION SERVICE ENGINEERS. 
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Pre-Packaging Scores Hit In Nebraska: 
cor LEFT: Included in the 
128 ft. of Viking open 
a cases installed for the 
‘ 100% self-service, pre- 
F i \ packaged Serveall super- 
7 aon oh 4 market in Lincoln, Neb., 


are meat cases, frozen 
food, dairy, and vegetable 
cases. 


- a od si 
“Het mcs 
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RIGHT: Seven compres- 
sors mounted along the 
wall in the storage section 
provide refrigeration for 
all the cases except those 
used for frozen foods. 


LINCOLN, Neb.—The first 100% 
self-service meat department in Lin- 
coln and the first pre-packaged, re- 
frigerated fruit and vegetable depart- 
ment in Nebraska—both in the new 
Serveall Supermarket at 33rd and 
“A” Sts.—have made such a hit with 
Lincoln shoppers since the grand 
opening on July 1 that additional 
employes already are needed, accord- 
ing to N. E. Bernstien, who operates 
the supermarket in partnership with 
Howard Lotman. 

The new brick and masonry store, 
with 100-ft. frontage, 75-ft. depth and 
6,400 sq. ft. of selling space plus 
ground floor storage, is said to be the 
largest self-service refrigerated fix- 
ture installation in Lincoln. 

There are 128 ft. of open cases, 


all supplied by Viking Refrigerators, 
Inc., Kansas City, Mo., and equipped 
with Mills compressors using “Freon” 
as the refrigerant. 

Five employes were assigned to the 
self-service meat department when 
the supermarket was opened, but 
business is exceeding expectations, 
Bernstien declared. 

It costs a little more to pre-pack- 
age, he said, but the difference is 
more than made up by cutting down 
spoilage almost to the vanishing 
point, and creating a ready market 
for the “offal” cuts which formerly 
had to be “pushed” hard to break 
even. 

Pre-packaging enables the market 
to get a better mark-up on such 
cuts, it has been found, making it 


Popularity of Lincoln’s First 100% 
Self-Service Market Exceeds Estimates 


RB 


possible to offer more competitive 
prices on the more popular cuts. 


Self-service meats are vended from 
open fixtures extending for 40 ft. 
along the rear wall of the store, 
flanked on one side by the frozen 
foods cases and on the other by 
open-type cases for eggs and dairy 
products. 

The 6,400 sq. ft. of selling space 
connect at the east side with the 
storage section via two large arch- 
ways, and it is in this storage space 
that the cutting and pre-packaging 
is done. 

A 24 by 12-ft. room is equipped 
with a 3-ton Chrysler Airtemp air 
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New packaged TEMPRITE saves real money for owners 
of Taverns, Soda Fountains, Roadside Stands, etc. 


You can get steamed up over the new Temprite Car- 
bonator with little effort ...and you can sell it like hot 
cakes! It’s neat, compact and reliable. It gets the last 
full measure of instantaneous carbonation from every 
tank of CO, gas—pays for itself in no time at all and 
saves real money for its owner! There’s no waste of 


CO, gas. No venting. No purging. 


There are no flat, unpalatable drinks. Every glass 
sparkles with zip and zing. Carbonation is automatic 


and controlled. 


TEMPRITE PRODUCTS CORP. 
43 Piquette Avenue 
Detroit 2, Michigan 


Please send me complete details on your new packaged Temprite Carbonator. 


NAME__ 


lores uty WS compact Carbonat,. 
is ASV Co sell.» ASV 0 insta, 


ae ee on mara 4 


rocco Tc EE 4 


EE 


But just listen to this. The Temprite user gets up to 
6450 glasses of highly carbonated water from a 20 Ib. 
tank of CO, gas. Can you top this? 

The stainless steel carbonator itself is highly simpli- 
fied; contains no moving parts, and packaged as it is 
with pump, motor and relay assembly, only three 
simple connections are necessary for a fast, easy in- 
stallation. Fits in practically any location or under any 
fountain. Complete assembly weighs only 59 pounds. 

Use the handy coupon below for full details, 


Products Corp. 


Manufacturers of commercial and cabinet type water 
coolers, industrial water coolers, carbonators, draught 
beer coolers, soda fountain coolers, temperature control 
valves, oil separators, equalizer tanks, heat exchangers, etc. 


pr ife 
43 Piquette, Detroit 2 


conditioning unit and has a large 
full-view, non-fog window on the side 
facing the selling space. 

It is connected at one end with an 
8 by 10-ft. walk-in cooler for meat 
and at the other end with a vegetable 
walk-in of the same size. Both cool- 
ers are Vikings. 

Thus pre-packaging of both meats 
and vegetables can be done efficiently 
in the sanitary air conditioned room 
with easy access to the cold storage 
areas. 

Heavy cellophane is used for pre- 
packaging of both meats and vege- 
tables. Large red arrows mounted 
on the wall at each end of the meat 
vending fixtures, say “Reach Right 
In—Serve Yourself.” A _ big sign 
mounted above the center of the 
meat section reads: | 

“Serve Yourself—The Best Meats 
In Town—No Extra Cost, No Waiting. 
—Only Top Quality Meats Sold In 
This Market—Extra Value Trim— 
Oven Ready, No Waste.” 

Another sign reads: “Ask Any 
Clerk For Any Size Or Special Cut 
Not In Counter.” 


EVERYTHING PRE-PACKAGED 


Everything is pre-packaged includ- 
ing liver, kidney, cut-up stew meats, 
oxtail, sausage, hamburger, ham loaf, 
as well as the usual steaks, chops, 
and roasts. Special labels on each 
package carry the ‘“Serveall’’ name 
and the trade-mark, “Rite-Cut 
Meats,” along with the weight, price, 
and name of item. 

Cooled back ledge of the “reach- 
in” cases is used for smaller items 
such as lard, dried beef, pickled pigs 
feet and herring, cartons of potato 
salad, dill pickles, braunschweiger, 
bologna, etc. 

Pre-packaging and refrigeration of 
fruits and vegetables on a large scale 
is “catching on” rapidly, according 
to Bernstien. Three persons do the 
packaging as well as work on the 
floor. 

The new supermarket serves one of 
the better residential sections and 
many of the women shop with their 
white gloves on in the summer. 
Pre-packaging has made a decided 
“hit” with them since they don’t have 
to remove their gloves or run the 
chance of getting them soiled. 

Any time lost in pre-packaging 
vegetables is made up at the check- 
out counters, the co-proprietor stated, 
while this merchandising system also 
serves to attract extra business 
through word-of-mouth advertising. 
A majority of the customers like the 
idea of getting produce that hasn’t 
been handled by someone else, he 
has noted. 

“Crispy Cold” is the trade-mark 
carried on signs interspaced along 
the refrigerated open fixture which ¢ 


tables with the “vitamins and na- 
tural flavor preserved through refrig- 
eration,” while the cellophane ‘“pro- 
tects against bruising, handling, dirt, 
dust, and flies!” 

Bernstien averred the new system 
involves less waste for the customer 
as well as greatly reduced spoilage 
for the firm, while pre-packaging 
both meat and vegetables has speeded 
up the average shopping time about 
100%, much to the liking of the 
customers. 

Check-out clerks, too, at the four 
counters greatly appreciate the eli- 
mination of weighing and sacking 
of vegetables at the check-out points. 

Fruits vended under refrigeration 
include apples, watermelons, canta- 
loupes, apricots, cherries, berries, and 
grapes. Grapes are packaged. Inci- 
dentally watermelons also are sold 
without refrigeration at a cent a 
pound cheaper but most customers 
have preferred to pay the extra cent 
and get cold melon. 

Also carried in the refrigerated 
cases are squash, avocado, pineapple, 
and peppers. Pre-packaged and 
marked with weight and price are 
zuchinni squash, rhubarb, cabbage, 
lettuce, sweet corn, tomatoes, peas in 
the pod, turnips, brocolli, radishes, 
cauliflower, green onions, beets, green 
and waxed beans, celery, carrots, and 
similar items. 


ALL THE CASES MATCH 


Adjoining the fruit and vegetable 
refrigeration cases is another wall 
vending section 40 ft. long for non- 
refrigerated fruits and vegetables 
such as citrus fruits, potatoes, cook- 
ing apples, and various fruits for 
canning. These cases match the re- 
frigerated sections, and scales sus- 
pended from wall brackets serve this 
section so that customers can weigh 
without leaving the counter. 

All of the wall space in the super- 
market is given over to refrigerated 
vending fixtures except for the 
matching section for citrus fruits, 
bananas, potatoes, etc., and a house- 
wares section on the opposite side 
of the store. The full-view glass front 
has no display fixtures. 

The back wall is taken up the 40 ft. 
of self-service meat cases, three 6-ft. 
cases joined together for eggs and 
dairy products, and frozen foods 
cases. The dairy case has a series 
of three shelves for maximum dis- 
play. 

Two frozen foods cases are in line 
with the meat cases while two addi- 
tional cases join at right angles and 
extend along the west wall. The four 
cases provide 30 ft. of refrigerated, 
“reach-in” display. One case is given 
over entirely to fish, a second to ice 
cream, another to frozen fruits, and 
the fourth to frozen vegetables. 


LOCATION OF UNITS 


All of the refrigeration units are 
in the storage side of the store ex- 
cept for two 1%-hp. units mounted in 
the corner of the selling floor where 
the frozen foods cases converge at 
right angles. The two compressors 
serve the four 714-ft. cases. 

A 2-hp. unit serves each of the 
walk-ins, while seven 1%-hp. units 
are mounted against are inside wall 
of the storage room to serve all the 
other vending fixtures on the selling 
floor. 

Space is fully utilized by a frame- 
work built over the seven compres- 
sors to provide a balcony office. The 
platform is high enough to permit 
a man to walk upright underneath 
and service the refrigeration units. 

The acoustic ceiling has 12 rows of 
fluorescent tubing running the length 
of the store. Floor is cement finished 
in old rose color. Heating is pro- 
vided by two Carrier units with 
blowers suspended from the ceiling 
in the selling space, and a utility unit 
with blower suspended from the ceil- 
ing in the storage room. 


extends for 40 ft. along the east 
wall at right angles to the self- 
service meat cases, and on the labels 
affixed to the cellophane packages. 
Other selling points that are prov- 
ing effective include “juicier’ and 
“more appetizing” fruits and vege- 


REFRIGERATION & AIR CONDITIONING 
UNITS * PARTS * TOOLS * SUPPLIES 


AIRO delivers to 
your door. Order 


by mail--depend on 
our fast service. 
Write for catalog 49A 


on your letterhead. 


AIRO SUPPLY CO. 


2732 N. ASHLAND AVE., CHICAGO 14, ILL. 


a 
GUARANTEED 


TWO NEW 
INNOVATIONS 


To Solve Your 


MOLpeD 


PU-Cay 
The 


Both MOLDED Du-Cal Drierite 
and Silica Gel available 
in both Remco’s Cross-Flo 
and Standard-Duty Driers. 


i 
4 
Literature ond Prices on Request = 
& 
8 


INCORPORATED 
—ZELIENOPLE, PA. 


REMCO 
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What's New 


Tyler Shelves Will Adjust to 4 Positions 


“Reduqeradid FRESH VEGETABLES 


NILES, Mich.—A new line of Tyler 
wide open refrigerated display cases 
for self-service meat and produce 
has been introduced by the Tyler 
Fixture Corp. here. 

The cases are available in 8 and 


12-ft. lengths, with and _ without 
canopies. When used without the 
canopy, they can be set up back for 
center island display, according to 
the company. 

The meat cases contain 31% in. 
of display space from front to back 
and are equipped with adjustable 
shelving. Tyler forced air circula- 


Pipugeratin FREER METRE 


tion, automatic defrost, 
high level cooling system, 
tru-line locking device for 
continuous displays, full 
view mirror, and _ alu- 
minum price tag mould- 
ing are other features. 

The cases can be loaded 
from the rear to avoid 
interference with the cus- 
tomer. 

The vegetable cases 
have 36 in. of display 
space from. front’ to 
back and are equipped 
with wire shelves that 
can be tilted to four different posi- 
tions for inclined displays. 

They feature an efficient drainage 
system, automatic defrost, full view 
mirror, tru-line locking device, and 
fluorescent lighting. They also have 
the Tyler high level cooling system. 

The cases are constructed of heavy- 
gauge, zinc-coated, steel, are electri- 
cally welded with seams and corners 
acetylene welded. The vegetable 
cases are available with matching 
dry sections and have additional stor- 
age space below reached through 
front opening doors. 


Self-Contained Beverage Cooler Has Pull-Out Unit 


SURFACES STAINLESS STEEL 
~ RUBBER TRACKS 


PARTITIONS 


NO FROST CON 


fACIO RESISTING) 


| ROLL-AWAY DOORS 
UIGHTEST TOUCH 
CLOSES DOOR 
sie 


AIR FORCED UNIFORMLY 
AROUND BOTTLES 


| DOORS AND WORKING PATENTED COOLING FRONT, BACK, TOP AND 
SYSTEM ANO SPECIAS PUES LENOTN ELECT@IC BLOWER ENDS BLACK PORCELAIN 


PULL-OUT UNIT FOR 
FAST MAINTENANCE 
SERVICE 


ry 
| . . 
y ‘ TEMPERATURE 
‘ ee CONTROL REGULATOR 
ryt 
wx 
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VconceateD Botts 
' OPENERS AND CaP HEAVY METAL RACKS 
CONTAINERS 


r 
{| ONG PtECE EASY 4° BOTTOM, 
i CLEAN BOTTOM INSULATION 


[coro Aik oy 


i SELQW BKOTTLES 


GRAND HAVEN, Mich.—A new 
series of “Lifetime” dry beverage 
coolers, featuring the Puffer-Hubbard 
system of forced air dry cooling, is 
being marketed by Puffer-Hubbard 
Mfg. Co. here. 

The models are finished in- acid 
resisting black porcelain, with stain- 
less steel working surfaces. 

Elements of the cooling system in- 
clude an electric blower type air cir- 
culator powered by a 145-hp. motor, 
a full-length non-frosting coil, and 
patented design of interior parti- 
tions. These elements, according to 
the management, combine to force 
the air around and under the bottles 
uniformly. 

Other features of the line include 
rollaway doors, working surfaces and 
doors of stainless steel with rubber 
tracks, concealed bottle openers and 
cap containers, heavy metal racks, 
one piece easy-to-clean bottoms, and 
4 in. of insulation in the bottom of 
the cabinet. 


“COOL * 


TYPHOON 


PACKAGED UNITS 
142 to 10-ton 


\ units 


NATIONALLY 
ADVERTISED 


— 
TYPHOON Air Conditioning Co.., Inc. 


794 Union St. ¢ Brooklyn 15, N. Y. 


The Puffer-Hubbard “Lifetime’”’ 
beverage cooler line is offered in both 
self-contained and remote models. In 
the self-contained models the condens- 
ing unit is mounted on slides that 
can be pulled out and thus be fully 
accessible for minor adjustments. 

Self-contained models are offered 
in 50-in., 6-ft. and 8-ft. models, and 
the remote series in 50-in. 6-ft., 8-ft., 
and 10-ft. models. 


Evans Mfg. Makes Bakery 
Display Cases In 3 Sizes 


MT. VERNON, N. Y.—A new low 
temperature display case for bakeries 
made in 4, 5, and 6-ft. lengths has 
been announced recently by Evans 
Mfg. Corp., located at 460 S. Tenth 
Ave. here. 

The case, designed to hold ice 
cream or frozen food packages and 
whipped cream cakes, is made of 
stainless steel, both inside and out. 
It has a Thermopane glass front, 
fluorescent lighting, and four levels 
of shelving. 

It is available in stainless steel, 
white deluxe, or color finish. 


THE ROLL-OR-KARI CO. 
ZUMBROTA e- 


Are You Looking for An Easy Way 
to Handle Stoves,Refrigera- 


%, Solve Your Problem with the New 
a ROLL-OR-KARI Dual Trucks 
a 


Patented Step-On-Lift ¢. Folding Handles 
Capacity 1000 Lbs. * Shipping Weight 40 Lbs. 


tors and Freezers? 


WRITE TODAY 


MANUFACTURERS 


MINNESOTA 


* * 


Kold-Pak 1949 Portable 
Model Is Slightly Larger 


LANSING, Mich.—The 1949 model 
of the Kold-Pak portable electric 
refrigerator is now being marketed 
by Kold-Pak, Inc. at 3179 Cedar Rd. 
here. 

The current model is_ slightly 
larger than the original model intro- 
duced early last year. It measures 
24 in. long, 16 in. wide, and 19 in. 


high. 
Refrigeration is furnished by a 
Tecumseh sealed condensing unit 


using ‘“‘Freon-12” as the refrigerant. 
It operates from 110-volt, 50 or 60 
cycle a.c. current only. 

The cabinet, which is easily carried, 
is steel on the outside and aluminum 
on the interior. It has a wrinkle 
finish on ‘the exterior. Insulation is 
2 in. of fiber glass. 

A Rancostat control may be set 
to provide varying temperatures. The 
unit comes complete with ice cube 
tray and 6-ft. cord, and weighs 75 
lbs. net. 


Device on Heat Register 
Permits Easy Regulation 


* * * 


LIMA, Ohio— Lima Register Co. 
here has announced introduction of a 
new line of deluxe registers and 
faces, including a wall register that 
reportedly eliminates the need of a 
quadrant damper in the branch. 

The new wall register is featured 
by Lima’s “balancing bell” control. 
The tiny metal “bell” is one of two 
on a ball chain that extends through 
a “locking tube” in the center of the 
register’s face. 

According to the company, the 


One of 6 New Ranges Brought Out by Norge 


Photo shows a Model E-7 
Norge range with auto- 
matic control of deep well 
cooking unit, hi-lo cook- 
ing unit, oven, and appli- 
ance outlet. It also has a 
“saftee” switch, selector 
switch, 7-speed “tele- 
switches,” and a broiler. 
Both the lamp and the 
automatic control assem- 
bly are restyled. Bar 
chrome is used through- 
out. 


register 


i t d adjusted as ® 
— oH ene New Wolverine Method 
“1. To operate the register valve, ‘. — 
Permits Compact Coiling 


pull the chain to one side to release 
it in the locking tube. The spring 
hinge will then open the valve. Pull 


the chain out and then to one side 


to close and lock the valve. 

“2. After the system has _ been 
operating for one day with all regis- 
ters wide open, some rooms might 
be warmer than you want them... . 

“3. Set the balancing bell on the 
chain so the valve will not open 
wide in those rooms that overheat.... 

“4. With just a little experiment- 
ing, you will soon find a position for 
the balancing bell that gives you the 
temperature you want in every room. 
You can close the register when you 
want to and when all registers are 
open, the valves are set for the right 
heat distribution throughout’ the 
house.” 

Construction features of the regis- 
ter were listed as including vertical 
diffuser blades resistance-welded to 
horizontal louvers; round corners and 
a smooth, seamless face; deep-drawn, 
heavily-ribbed volume damper; piano- 
type valve hinge die-formed into the 
angle frame on the back of the face; 
and four angle pieces jig-welded to 
the back of the face at one time. 

Vertical diffusing blades are de- 
signed to diffuse air laterally both 
ways, enclosing an angle of approxi- 
mately 60°. With a special tool, the 
blades can be bent from the face of 
the register to provide any desired 
diffusion pattern, the company said. 

The registers are made in three 
sizes, 10 by 6, 12 by 6, and 14 by 6, 
for either wall or baseboard installa- 
tion. For second floor gravity use in 
the wall, the register is made in the 
same sizes, but all but the two 
center vertical blades are omitted to 
reduce resistance through the face. 

New construction features are said 
to be included also in Lima’s new 
floor registers, one of them being a 
heavy-gauge steel frame “smash- 
welded” at the corners. The company 
has also added a universal frame, 
with which the ducts may be brought 
up anywhere in the stud space. 


. 


+ 
+ 


++ 


ttt 


* * * 


DETROIT—A new step-coil for in- 
dividually cartoned water tube and 
larger sizes of refrigeration tube has 
been introduced by the Wolverine 
Tube Div. of the Calumet and Hecla 
Consolidated Copper Co. 

The Wolverine “Step-Coil’” is pro- 
duced by coiling half of the tube 
on a smaller diameter, thus allowing 
it to fit inside of the other half 
(coiled to regular size). 

This method offers the advantage 
of true temper throughout the entire 
length of the tube, it is claimed. It 
eliminates the work hardening pres- 
ent when an ordinary coil must be 
tightened by hand for easy carton 
insertion. 

It is especially advantageous for 
the large sizes of tube. 
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WANTED— 
DISTRICT SALES MANAGERS 


Established manufacturer of refrigeration 
equipment including Home and Farm 
Freezers, Milk Coolers and Commercial 
Refrigeration Equipment has a number of 
openings for District Sales Managers. 
New national sales plan affords very 
attractive opportunity for men experienced 
in the sale of refrigeration equipment. 
Send Complete information to 


Box 3264, Air Conditioning & 
Refrigeration News 


~ TYLER’S TOPS 


™ 
R 


DISPLAY ||| 


STORAGE 


IN 


“= 


= 


Standard Canopy. Front dis- 


No Canopy. Reor display 
and rear storage loading. 


~ 


STORAGE 


No Canopy. Rear display 
and front storage loading. 


High Canopy. Rear displa 
loading (sliding glass doors). 
Rear storage loading. 


play and storage loading. 


The Tyler Open Meat Case illustrates Tyler flexibility 
to meet store conditions and various arrangements. 
Three types of canopies — Standard, with mirror —Low, 
for top impulse shelf—High, with Sliding Glass Doors 
for rear loading direct from Packaging Room. Also 
without canopy for rear loading —center aisle use. 


High Canopy. Rear displa 


Standard Canopy. Front dis- 
play — rear storage loading. 


Low Canopy. Trays passed 
over for front display load- 


~> Front storage loading. 


Low Canopy. Trays passed 
over for front display load- 
ing. Rear storage loading. 


loading (sliding glass doors). 
Front storage loading. 


STORAGE 


for Open Self-Service! 


The Tyler line is way out ahead— 
in completeness — in dependable 
low temperatures — in flexibility 
—in huge cubic foot capacity — 
in display impact—in accessibility 
—and in outstanding value! 

Features such as High Level Re- 
frigeration, Automatic Defrost, 
Tru-Line Locking Device, and pre- 
cision, welded-steel construction 
mean better performance. 

Tyler leadership in the big 
swing to open, self-service means 
increasing sales for Tyler agents. 
Tyler Fixture Corp., Niles, Mich. 
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Semi-Portable Unit 


Plug-In Dehumidifier 
Produced by Carrier 


SYRACUSE, N. Y.—A new, large 
capacity, semi-portable dehumidify- 
ing unit that operates on a refrigera- 
tion principle has been placed on the 
market by Carrier Corp. as the result 
of the demand created by an earlier 
model introduced in 1948. 

Built around a ‘4-hp. condensing 
unit, the new 53F Carrier ‘Humi- 
dry” has a capacity for removing 
34 pints of moisture per day under 
room conditions of 80° and 70% rela- 
tive humidity. 

The new model has been designed 
to be safely installed in any con- 
venient location and requires merely 
an electric plug-in connection—110 


© 


SPECIFY © 


AMMONIA » 
CONDENSERS 


OL SEPARATORS “ 1919 
LIQUID RECEIVERS 
HEAT EXCHANGERS < 


x 


PIPE AND FIN COILS 


Select the 

items you DRY-EXWATER CHILLERS 

ore inter- 

pe gy in, EVAPORATIVE CONDENSERS 
a 


. HI-PEAK WATER COOLERS 


FREON SHELL AND TUBE 
CONDENSERS 


FREON SHELL AND COIL 
CONDENSERS 


BLO-COLD INDUSTRIAL 
UNIT COOLERS 


ACME INDUSTRIES inc. 


JACKSON, MICHIGAN 


: Representatives in principal Cities 


or 230 volt 60 cycle a.c.—and a floor 
drain for the disposal of collected 
moisture. 

It has proven to be of great benefit 
to tradesmen where rust, mildew, 
mold, or rot cause damage, deteriora- 
tion, or work delay. While suitable 
for application wherever high pre- 
vailing humidities present a marked 
goods spoilage problem and halt work 
progress due to drying problems, the 
Humidry unit also protects perma- 
nent records, prized volumes, and 
other valuables stored in vaults, 
libraries, or museums from mold and 
mildew. 

In the Carrier Humidry, the warm, 
humid air is drawn over the chilled 
surface of the copper plate fin-type 
evaporator, dehumidifying coils, and 
moisture from the air is condensed, 
collected on the coil and drained 
away. 

The cool air then passes over the 
warm condenser surface by forced 
circulation from the pressed steel fan 
and is then recirculated around the 
room. 

Other features include a receiver 
of heavy steel, hydrogen brazed, and 
equipped with integral liquid shut-off 
valve. An expansion valve regulates 
the flow of the refrigerant auto- 
matically as it flows to the cool coil, 
while the drain pan collects moisture 
as it is removed from the evaporator 
coil for disposal to the open floor 
drain. 

Cabinet dimensions are 18 in. long 
x 15 in. wide x 12 in. high. Net 
weight is 125 lbs. 


Bendix Profits Sag for 
First 6 Months of 1949 


SOUTH BEND, Ind. — Bendix 
Home Appliances, Inc. has announced 
that for the first six months of 1949, 
its net sales were $11,764,177 as 
compared with $29,819,133 for the 
same period in 1948 and $38,454,084 
in 1947. 

Net profit for the first half of this 
year was $28,571, or three cents per 
share. Last year, net profit for the 
first half was $2,559,302, or $2.42 per 
share. In the first six months of 1947 
it was $5,011,954, or equal to $4.79 
per share. 

Bendix noted that during April and 
May it was engaged largely in com- 
pleting arrangements for production 
of its new Economat washer in the 
new plant at Clyde, Ohio. It added 
that the new Economat has met with 
great success and production and 
sales are continuing in July at an in- 


_creasing rate. 
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Finds ALL the MOISTURE 


of % 


2 MINUTES 


Thawzone Makes Complete Circuit 


H. P. Unit in 42 Seconds! 


You get action with Thawzone. It’s 
quick to “install”. Just pour it in. Then 
start the compressor and Thawzone will 
travel about 300 feet per minute to every 


part of the unit. This enables it to get into action quickly. Also, 
you save time you used to spend figuring out sizes and going on 


rush trips for parts. You clear 
up the trouble sooner and fin- 
ish more jobs per day. 


Finds Moisture That’s Beyond 


Reach of Other Methods 


Thawzone travels to the mois- 
ture ...and reaches all of it. 
Thawzone reaches the expan- 
sion valve, the receiver, the 
tubing walls, highside and low- 
side. Only this liquid method 
can do that. And the moisture 
is gone for good—can’t “break 
loose”’ later. 


Reaches The Entire Unit 


Use Thawzone in “Freons”, methyl 
chloride, “Carrene” or isobutane. 
Use 1 teaspoonful (% oz.) per 
pound of refrigerant. Use half as 
much in hermetic units. Highside 
Chemicals Co., Colfax Avenue, Clif- 
ton, N. J 


THAWZONE 


LIQUID DEHYDRANT... 


reaches all the moisture 


Lighter Apparatus for 
Cooling Planes on Ground 
May Be Used by Air Force 


FARMINGDALE, N. Y.—A new 
air conditioning apparatus for cooling 
aircraft on the ground, but light 
enough to be transported by plane 
to any remote air base in the tropics, 
is being developed for the U. S. 
Air Force by Stratos Corp. which is 
located here. 

F. E. Newbold, Jr., woneeen man- 
ager of Stratos, a subsidiary of Fair- 
child Engine and Airplane Corp., said 
the Air Materiel Command has or- 
dered three prototype air-tranport- 
able refrigeration units utilizing the 
air-cycle principle. 

The compact unit, measuring 3 by 
3 by 7% ft., will weigh less than 
1,000 pounds and will have a cooling 
capacity equal to 28,000 pounds of 
ice per day (24 hours). 

(In answer to a direct query from 
AIR CONDITIONING & REFRIGERATION 
NEWS as to when the “air transport- 
able unit” would be introduced com- 
mercially, the management of Fair- 
child Aircraft replied that “inasmuch 
as the contract was received only a 
month ago and the design calcula- 
tions and design layouts are in a 
very primary stage, we cannot re- 
lease any information.’’ ) 

The unit reportedly can be operated 
without water if no water is avail- 
able. It is powered by a 100-hp. air- 
cooled gasoline engine. 

Newbold said that although com- 
mercial airlines already use air con- 
ditioners to cool passenger planes 
before loading, the new machine will 
be lighter and more compact, facili- 
tating its transportation by air as 
needed at advance bases. 

It will be used to cool bombers, 
transports, photographic aircraft, and 
hospital planes while on the ground 
to maintain the efficiency of operat- 
ing and overhaul crews and to safe- 
guard temperature-sensitive radar 
and photographic equipment. It will 
also be adaptable to cooling instru- 
ment overhaul shops in oppressively 
hot climates. 


Trion Expansion Seen as 
Leone Assumes Sales Post 


McKEE’S ROCKS, Pa.—Trion, Inc., 
manufacturer of an electric precipita- 
tor air cleaner, may expand further 
within a year, said George F. Land- 
graf, vice president in charge of en- 
gineering upon the appointment of 
Otto J. Leone as manager of indus- 
trial sales for the Trion company 
here. 

“Practically every organization in 
this area has a dirt problem,” said 
Landgraf. “Our expansion opens a 
great deal of territory.” 

Leone was graduated from Car- 
negie Tech, in 1930 became assistant 
special engineer in mechanical en- 
gineering at Homestead Works of 
Carnegie-Illinois Steel Corp., 

Leone has served as consultant for 
various companies in the. last 10 
years. 


mamet Leste Everyiting 5 ol a ‘Big Way’ 


ae mes * o| 


Shell’s Super Store provides radio studio outlet for its daily broadcasts. 


Stand-By Unit Helps Miami 
Store Run Refrigeration 
After Storm Power Failure 


MIAMI, Fla. — “Stupendous” and 
“colossal are adjectives usually as- 
sociated with Hollywood, but they 
might well be applied to Shell’s Super 
Store here, which calls itself “the 
world’s largest grocery.” 

Statistics pertaining to the cash- 
and-carry store indicate that the 
slogan may not be an exaggeration. 

Its annual sales are said to ap- 
proximate $8,000,000. Customers feed 
28 electrical cash registers seven days 
a week from 7 a.m. to 11 p.m., tak- 
ing through the turnstiles an esti- 
mated total of some 500,000 mer- 
chandise items daily. 

Included in it 60,000 sq. ft. of store 
area is a 10-chair barber shop, a 
remote outlet studio for daily broad- 
casts over station WBAY, a complete 
drugstore, a dry goods department, 
a jewelry department, a bakery and 
doughnut department, and a maga- 
zine department. 

There is a parking area of 75,000 
sq. ft. and a warehouse area of 25,000 
sq. ft. A total of more than 2,000 


dry cases is pushed through the latter 


daily. 

The store has 225 employes. 

As might be suspected, an opera- 
tion of this magnitude involves the 
use of a considerable amount of re- 
frigeration equipment. 

Shell’s has a 60-ft. meat counter 
which can record some 200 tons of 
meats and pre-packaged cheeses a 
month to customers. 

It has a 12-ft. by 150-ft. meat and 
dairy cold storage unit, 206 ft. of 
continuous self-service refrigerated 
cases, and a 66-ft. fresh vegetable 
rack. More than a carload of eggs 
and potatoes and some 500-600 truck- 
loads of produce are dispensed weekly 
from this equipment. 

To assure operation of the store’s 
refrigeration systems in case of 
power failure due to heavy storms, 
a Caterpillar D17000 Diesel electric 
set was installed as a standby unit. 

This foresight enabled countless 


Shell’s has 200-ton turnover of 
meat and cheese every month. 


Miamians to secure fresh vegetables, 
meats, and dairy products during the 
last hurricane. The store was one of 
the few in normal operation then. 

N. T. Shell, the original owner, 
started his grocery career in Miami 
in 1924 as a small independent re- 
tailer operating in an outlet cover- 
ing only 2,700 sq. ft. His dream of 
expansion has been realized four 
times in the big store. 


There are 206 ft. of refrigerated 
self-serve cases at Shell’s. 


60 MODELS and TRADITIONAL SHERER QUALITY—BUILD A BETTER DEALER BUSINESS 


Sherer Model 2508M is another outstanding ex- 
ample of the design advantages that spell out 
E-X-T-R-A S-A-L-E-S and are found in all 60 
Sherer models. Sherer keeps ahead by anticipating 
the needs of users and creating models to fit them 
most advantageously. Sherer Refrigerators are 
attractive to food market operators and display 


merchandise effectively to their customers . . . they 


build sales and attract new customers. 


You'll find Sherer Refrigerators easier to sell be- 
cause of their top performance record everywhere 
. +. + @ record that earns the title of “Leadership 
Line.” You, too, can keep ahead with the Line 
that’s more profitable to sell because it leads in 
styling, quality, economy .. . 
building for the retailer. 


as well as in sales- 
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Largest of Its Kind In Rocky Mt. Area 


DENVER—A huge, 5-door reach- 
in refrigerator, which holds the 
Rocky Mountain area’s largest stock 
of biological drug items, is an out- 
standing feature of the new separate 
biological department of Profession 
Pharmacy, Inc., at 224 16th St., here. 

While the use of sulfa drugs and 
anti-biotics have cut down to some 
entent on turnover of refrigerated 
biological products, there still re- 
mains sufficient volume that a refrig- 
erator large enough to maintain a 
week’s supply or more was neces- 
sary, according to D. Malcolm Carey, 
owner of the store. 

Therefore, a few months ago, 
Carey spent $1,500 for a Koch reach- 
in refrigerator, which is installed in 
the rear wall at the right side of the 
store. 

With one large door on the left, 
and four smaller doors at the right, 
the refrigerator contains five com- 


* 


Denver Pharmacy’s 5-Door Reach-In Holds 
Over a Week’s Supply of Biological Drugs 


partments, with all of the viruses, 
toxins, vaccines, and general biolo- 
gical drugs contained visible through 
double thickness Thermopane glass 
doors. 

The drugs are stocked in white 
enameled containers, or baskets, and 
each is maintained at the proper 
temperature recommended by the 
drug manufacturer through parti- 
tioning off of sections to operate 
from 38 to 50° F. 

The interior of the refrigerator is 
kept at the proper temperature by a 
circulating overhead blower, and a 
2-hp. condensing unit in the base- 
ment. Thermostats set at intervals 
of a few feet along each shelf de- 
monstrate the temperature main- 
tained within, and will quickly point 
out any deficiencies, which might 


result in the deterioration of ex- 
pensive drug stocks, according to 
Carey. 


8 New Distributors Added 
By Birds Eye In Southeast 


NEW YORK CITY—Birds Eye- 
Snider Div., General Foods Corp., has 
announced the appointment of eight 
new firms to distribute its frozen 
foods to the 4,000 retail grocery 
stores along the Atlantic seaboard 
below the Mason-Dixon Line. 

The company said the move will 
permit a 50% increase in retail out- 
lets and bring the total within the 
year to 6,000. Southern Dairies for- 
merly handled distribution in the 
area. 


‘Dish Offer’ Revived In Ky. 


HENDERSON, Ky.—The pre-war 
“dish offer’ to move refrigerators is 
back at Appliance Center, Inc., here, 
which is offering a 50-piece set of 
dinnerware valued at $35 with the 
purchase of any new refrigerator. 


REFRIGERATION: Ua 


ASK FOR 
YOUR 
FREE COPY 
ON YOUR 
LETTERHEAD 


* 


Let our new cata- 
log be a star per- 
} former for you, 
|} too. List prices 
shown only with 
a separate net 


7 price schedule for your confidential use. 
1 making It possible for you to use our 
5 catalog In your own selling. 

a 


6 
TEMPCO SUPPLY COMPANY 
REFRIGERATION PARTS and SUPPLIES 
WHOLESALE 
1111 West Jackson Bivd., Dept. A, 
Chicago 7, Illinois 
Phone CHesapeake 3-4700 


Pre-Packaging of Spinach 
Speeded by Big Walk-In 


DENVER — Pre-chilling of fresh- 
garden spinach, delivered to the plant 
direct from the fields, has proven to 
have many advantages for the 
Johnny Downs Co., produce pre-pack- 
ager at 20th and Lawrence Sts., here. 


Johnny Downs, head of the firm, 
recently constructed one of the 
largest produce refrigerators in the 
Colorado area, primarily to facili- 
tate pre-packaging of cellophane- 
bagged spinach, which is a fast-mov- 
ing favorite in Denver supermarkets 
and independent grocery stores. 

Before construction of the refrig- 
erator, fresh spinach arriving in lugs 
from the market, was likely to stick 
together, making it difficult for cull- 
ing girls to locate foreign matter, 
bad leaves, tough fibers, and other 
inedible portions of the spinach. 

To solve the problem, Downs con- 
structed a 10 by 32-ft. walk-in re- 
frigerator at the rear of his pre- 
packaging plant, which is lined with 
galvanized metal, and kept at 38° F. 
by two Allservice dome-type blower 
units. 

Refrigeration is provided by a 
5-hp. Worthington condensing unit, 
which has proven: more than ade- 
quate for maintaining a _ tempera- 
ture which does not vary more than 
2° F. over a 24-hour period. 

Fresh-garden spinach, as received, 
is now rushed immediately into the 
refrigerator and left for a minimum 
for 24 hours, more often 48 hours. 

After a thorough chilling, which 
dispels field heat, the individual 
leaves and stems of the spinach are 
far easier to handle, pass through 
the washer with better cleansing 
effect, and can be inspected on an 
electric conveyor belt in from 35 to 
40% less time, according to Downs. 
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| If you are prepared to handle sales, 
| installation and service for our stainless 
| steel soft drink Dispensers for Bars and 
| Taverns, advise business experience and 
| some facts relative to your financial ability. 
| 
| 
| 
| 
| 
| 
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INCREASES PROFITS FOR 
BARS AND TAVERNS 


Exceptionally profitable to handle.— Write to 
MULTIPLEX FAUCET CO. 4325 DUNCAN, ST. LOUIS, MO. 


Model 14 
Under Bar 
Dispenser 
Draws one 
sweet drink 
and seltzer 


ce ee MANUFACTURERS OF SOFT DRINK DISPENSERS OVER 45 YEARS —————~ 


Offers Film, Sealers for 


Packaging Frozen Foods - 


COUNCIL BLUFFS, Iowa—aA plas- 
tic film for packaging frozen foods 
and a line of four heat sealers is 
currently being manufactured by the 
Howard Mfg. Corp., 1401 S. Main St. 
here. 

The Howard-Seal plastic film is 
said to be. pure, tasteless, odorless, 
and reusable. It also prevents de- 
hydration, oxidation, or loss of taste 
or flavor. The material is claimed 
not to adhere to frozen foods nor 
will packages freeze together. 

It is said to be unaffected by ex- 
tremes in temperature and is water- 
proof and air tight. 

The manufacturer says that the 
material can be heat sealed, sewed, 
or tied. It is available in transparent 
clear rose, blue, green yellow, and 
in opaque white and. black in addi- 
tion to the previously ‘mentioned 
colors. 

Three of the heat sealers are the 
bench type operated by a foot lever. 
The jaws of the sealer are pressed 
together over the end of the packag- 
ing material to make the weld. 

The sealers are available with 9, 
12, and 18-in. jaws at $32.50, $45, 
and $55 respectively. Each sealer is 
supplied both with equipment for 
mounting on bench or table and with 
pulley and cable for mounting on 
the wall. 

Thermostatically set at approxi- 
mately 220° F., a thumb screw ad- 
justment raises and lowers the tem- 
perature for faster or slower opera- 
tions, allowing 10 minutes for heat 
levelling adjustment. 

A small hand model “clam” type 
sealer for small bags is available 
at $5.17. 


. ae Severe 


General Appliance New 


Deepfreeze Distributor 


NORTH CHICAGO, Ill. — The 
Deepfreeze Div., Motor Products 
Corp., has announced the appoint- 
ment of General Appliance & Storage 
Co., 421 Swann Ave., Alexandria, Va., 
as distributor for Deepfreeze home 
freezers in Washington, D. C. a 5 ACCESSORIES 

In addition to the District of Co- [@ 1 Valve cna 
lumbia, the company will have an ~_ superior * Fitts 
exclusive franchise in the following i 
Maryland counties: Calvert, Charles, 
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Montgomery, Prince Georges, St. 

Marys; and in Virginia: Arlington, 

Clarke, Culpeper, Fairfax, Fauquier, | MOTOR-BASE 
Frederick, Loudoun, Page, Prince | ADAPTERS 


William, Rappahannock, Shenandoah, 


Stafford, and Warren counties. A set of Motor 
adapters makes that 


new motor = sale 
possible. The adap- 
ters do the trick. 


SERVICEMEN SEE YOUR JOBBER 


Motor Adapter Corporation 
4730 JOY ROAD 
DETROIT 4, MICHIGAN 


Vg to V3 hp.—101-D 
Ye to % hp.—102-C 
1 to 3 hp.—103-C 


New Catalog Describes 
Superstructure Pictures 


ARDMORE, Pa.—A new 24-page 
catalog, describing a stock selection 
of ‘‘Akravue”’ three-dimension, na- 
tural-color pictures for ice cream and 
frozen food merchandising use, is 
currently being issued by Bond Dis- 
plays, Inc. here. 

The pictures are available in two 
standard sizes—10 in. x 8 in. and 
14 in. x 11 in.—to fit in the super- 
structures of merchandising cabinets. 
or, in wall or shadow box installa- 
tions. Subjects featured include vege- 
tables, fruits, fowl, meat, seafood, 
pie a la mode, and sundaes. 


You can always depend on 


General Refrigeration 
Division 

Yates-American Machine Co., 
Beloit, Wis. 


Kelvinator Votes Dividend 


DETROIT—Directors of Nash-Kel- 
vinator Corp. have voted a dividend 
of 35 cents per share. 
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7 There are two big reasons why you com | 


_ Hold-Over and evaporator plates fo 


————--~ PAKAGE UNIT 


OLD MOLD 
builds better plates 
for every application 


= HANGER BANK ———— 


count on the performance of Kold-Hold © 


every refrigerating installation. so 
FIRST: They are designed and engin- 
> -eered primarily to refrigerate effi-. 
ciently and economically. 
SECOND: They are built with care and — 
to quality standards which assures 
_ that each and every Kold-Hold ~ 
” se does its designed job to the _ 
lest degree of satisfaction. Be-— 
ore any plate leaves the factory 
it is pressure tested under water | 
and completely dehydrated. = = 
his combination of engineered design _ 
and controlled construction is your best — - 
guarantee of peak performance. _ ei CONE AMES 
Would you like toknow more abouthyvy —== CONVERSION UNIT —— 
Kold-Hold plates can be used for quick 
_ freezing, chilling and holding, short — 
_ period cooling, or for ‘"Hold-Over” truck _ 
refrigeration? Complete descriptive lite: 


a i 


——— TRUCK PLATES SCM 


Jobbers in Principal Cities 


KOLD-HOLD MANUFACTURING COMPANY 


es Cs ed ee 


KOLD-HOLD 


protects every step of the way 


STORAGE 


500 E. HAZEL ST., LANSING 4, MICHIGAN 
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Coast-to-Coast Survey Shows: 


Women Endorse Self-Service Meats But Their 


Continued Approval Depends on 3 Big ‘If’s’ 


Armour which 


perfection which make her a steady 
customer in your stores. 

“First—let’s look at the general 
reasons why women like self-service 
meats: 

“1. Almost without exception, 
women mention the time element. 
They say it’s quicker and more con- 
venient. Actually I’ve noticed that 
they often spend longer than they 
think browsing up and down the 


CHICAGO—“Self-service meats are 
here to stay. Lots of women have 
expressed by their purchases that 
they like this new way of buying 
meats, and they are the ones who 
hold the purse strings. But let us 
keep constantly in mind those danger 
signals expressed by women—‘Can 
I depend on the quality? Am I get- 
ting full weight? Is it really 
fresh?’” 

These were the conclusions in a 
discussion of “Self-Service Meats 
from the Woman’s Standpoint” pre- 
sented by Miss Esther Latzke, direc- 
tor of consumer research for Armour 
and Co., at the annual convention of 
the Super Market Institute at the 
Stevens hotel here. 

That self-service meats are rapidly 
becoming more popular was affirmed 
by Miss Latzke who cited a survey 


just completed by 
showed that on April 1 this year 
there were 878 complete self-service 
markets in the country. 

This represents an increase of 
more than 400% in a year, from the 
200 such operations in existence a 
year ago, she said. 

“The survey shows further that 
100% self-service stores are opening 
at the rate of approximately 75 per 
month and at that rate, the number 
will probably be around 1,500 by the 
end of this year. 

“This astounding growth indicates 
that more and more retailers are 
willing to risk their futures on com- 
plete self-service and, by inference, it 
also indicates acceptance of self- 
service meats by an increasing num- 
ber of women who are buying their 
meats in these new type markets. 


“My staff and I visited many self- 
service markets from coast to coast 
in recent weeks. We observed men 
and women buying. Please note I 
mentioned men, too, for they are 
getting to be a factor in food buying. 
Many couples shop together for a 
full week’s food, while father’s pay 
check is still intact, and I’ve noticed 
that when father shops he’s very apt 
to do even more ‘impulse buying’ 
than mother does. 

“In our store visits we also talked 
to women who regularly buy at self- 
service stores and to those who do 
not. We queried hostesses in stores 
and asked the market managers for 
specific information on acceptance of 
products and packages. The reactions 
I want to summarize for you are the 
small things that loom large to the 
woman who buys—those details of 


meat counters—but they are doing 
something—taking their own time to 
choose, not just waiting in line for 
the butcher to call their number. 


“2. Then there’s the matter of be- 
ing able to choose what and how 
much they want without having to 
ask for it. Women, it seems, have 
been intimidated by their meat mar- 
ket men for years. Now they pick 
their own purchase. One woman said, 
‘when the meat man cut off a roast 
for me I didn’t have the nerve to 
tell him I'd like to see something 
else.’ With self-service the butcher 
no longer sells meat, the woman buys 
it. 

“It’s bound to make for greater 
satisfaction in the purchase if she 
makes the choice from a wide selec- 
tion, without any sales pressure. She 


Spot-Check Proves It 


Dealer Favors Done During ‘Hard-To-Get’ 
Years Won't Always Bring Customer Back 


By John O. Sweet and George M. Hanning 


Did you have any reason for not 
buying here? 


No. Nobody asked me to buy here. 


Didn’t you feel obligated to buy 
here after we let you have your re- 
frigerator when you needed it? 

No. I paid for it, didn’t I? 


“That,” Carden declared, “is con- 


Today’s 


Epidemic 


HOW TO SELL YOUR SALESMEN 
ON SELLING 


NASHVILLE, Tenn. — Appliance 
prospect lists aren’t worth anything 
unless the prospect can be followed 
up immediately, Marvin Carden, ap- 
pliance department buyer for The 
Harvey Co. here declared recently. 

Customers, even though they have 
purchased in a store in the past, will 
not come back unless they are re- 
lentlessly followed up by the sales- 
man, he believes. 

Though he knew this from his ex- 
perience as an appliance salesman 
in pre-war days, he decided on a 
recent afternoon to prove that it 
still holds true today. 

Spotting a lady in his department 
to whom he had “sold” a refrigera- 
tor back in 1947, he approached her 
and 

“Ma’am, I’d like to ask you a few 


questions. I want you to promise to 
answer them frankly and not get 
mad.” 

The woman, her curiosity aroused, 
agreed. The conversation then went 
something like this: 

You remember when we let you 
have your refrigerator back in 1947? 
(The question was_ deliberately 
phrased this way to put a sense of 
obligation on the customer, Carden 
said.) 

Yes, I remember. 

Have you bought any appliances 
since? 

Yes. I bought an automatic washer, 
a water heater, a’ mixer, and a few 
other things. 

Did you buy any of them in this 
store? 

No. 


You're building what looks like a good sales 


force—young men and veterans—who are presum- 
ably ambitious, confident. 


How long will they stay that way? Do they 
know what selling is all about? 


You probably agree with Mr. Taubeneck—it is a 
great life. But can you infuse your salesmen with 
a real enthusiasm for selling? Can you give them 
a tangible goal? Most important, can you get 

them to sell, sell, sell and work, work, work when 

the going gets tough? 


selling Salesmanship to salesmen. And he’s done 

it magnificently! Pursuing his successful formula 

which has made his “One Foot in the Door” and 
“The Marshal’s Baton” best-sellers in the business- 
book field, Author Taubeneck has illustrated each 
of his major points with humorous anecdotes— 
thus making them easy to remember. 


“It’s a Great Life” is not only breezy and 
humerous, but it has been written with painstak- 
ing simplicity. All its original ideas are “spelled 
out” carefully in “man in the street” language. 


Give each of your salesmen copies of “It’s a 


CONJURE HOUSE 450 West FORT STREET, DETROIT 26 MICHIGAN 


Can you re-inspire and re-teach your older 
“salesmen” who have been doing everything 
BUT sell for the past eight years? 


No doubt you can, if you work hard enough at 
it. But this delightful new book makes that job 
easy—takes a load off your shoulders. 


You already know how to sell—but do they? 
’ Have you told them how and why and what and 
where—in detail, patiently? Chances are you 
haven't the time to do this job properly. Next 
best thing is to give them a copy of “It’s a 
Great Life.” Let the author show them how they 
can have fun while building their personal careers 
(and your business! ). 


Great Life” to read and to own—and watch the 

improvement in his whole outlook on life. Tell 
your friends about it. Read it yourself. It will 
give you confidence in the possibilities of your 
business (and maybe you'll find a few new ideas 
in it which will help you run your business 
better). 


Every sales manager, every dealer and distribu- 
tor, and every manager or owner of a business 
enterprise should see to it that every one of his 
employes has a copy of “It’s a Great Life” 
for his very own. Experienced salesmen 

will read it for its laughs, and perhaps 

to rejuvenate their own confidence in 
their profession. Neophytes will know, 


Dozens of books have been written on salesman- 
ship, but they’ve been written by the wrong 
people. Publication of “It's a Great Life” marks 
the first time that an entertaining writer—who is 
also a salesman himself—has tackled the job of 


after they’ve read it, that their choice of 

a career has been right. And every one 
who studies it, we feel confident, will pick 
up enough new ideas to repay the original 
cost ($2.50) a hundred times over. 


vincing proof to me that prospects 
are no good unless they are followed 
up immediately. That woman prob- 
ably would have made all her pur- 
chases here if someone had simply 
asked her to buy. 

“Salesmen today are afraid to 
follow up a prospect. When one 
comes into the store and looks in- 
terested in an appliance, the sales- 
man takes her word that she will 
come back tomorrow. He can think 
of a million excuses for not going 
out to see her. 

“But she won’t always come back 
tomorrow. She might drop into an- 
other store and the salesman there 
may take more initiative in following 
her up. 

“When the prospect walks out the 
door, the salesman should plan on 
seeing that woman in her home that 
night. No later anyway than the next 
day. 

“Today’s salesmen, however, won’t 
learn to do that. They would rather 
wait for her to come back. She might 
get mad if they show up at her 
house so soon after she leaves the 
store!” 


CONJURE HOUSE, 450 W. Fort St., Detroit 26, Mich. 
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sees more—she buys more. It’s the 
same principle that works so well in 
the corner cafeteria, and in the gro- 
cery departments of supermarkets. 


No More Red Faces 


“Budget cuts get better sale under 
self-service, too, mainly because 
women do not need to openly ask 
for them and embarrass themselves 
before their neighbors. I have an 
idea that in the past many so-called 
‘kidneys for the cat’ or ‘bones for the 
dog’ found their way to the family 
table. 

“3. Another large factor in the 
acceptance of _ self-service meats 
comes in the unit pricing of the 
package. You are already aware of 
this, but it does no harm to re- 
emphasize it. Price per pound has 
not meant too much to the average 
woman shopper. What she is more 
interested in is the total cost of that 
specific roast or those six pork chops. 
If she has only 95 cents in her purse, 
she can hunt until she finds a pack- 
age of chops that costs no more than 
that. But she would never say to her 
butcher ‘give me 95 cents worth of 
chops.’ 

“4, Looks mean a great deal to 
women. Sparkling packages of cello- 
phane wrapped meats, neatly ar- 
ranged, so clean that she can handle 
them without even removing her 
gloves, appeal to every feminine in- 
stinct. It is the look of a freshly 
ordered room. 

“5. Young women with two-some 
families comment that they like the 
specific information on the label on 
self-service packages that gives name 
of cut, weight, price, and even brief 
descriptions. They also like the idea 
of being able to buy two chops or 
two to three frankfurters without 
having to ask for so small a pur- 
chase. 

“6. Women like to touch as well as 
see what they buy. Self-service 
makes this possible and is one of 
the reasons women like it so much. 
If you have ever watched how many 
packages are handled, turned over, 
pinched, or peeked into as shoppers 
go up and down the meat cases, you'll 
know what I mean. 


Roasts Were Pinched 


“I watched customers in one store 
and counted the number of packages 
handled before a selection was made. 
The average there was six to seven. 
In another store where the traffic 
was heavier, the average was four. 
Roasts were pinched for hidden bone, 
packages of pork chops and frank- 
furters counted for number of pieces. 

“But there are things women do 
not feel so sure about in self-service 
meats. 

“Here is where our fast-growing 
child may become ‘delinquent.’ You’ll 
recall that child delinquency usually 
turns out to be parent delinquency— 
a fact that applies here as well as 
in child care. 

“1. The first danger signal is 
quality of product. Self-service can 
improve the appearance of meat, but 
it cannot improve its quality. The 
product in the package must stand 
on its own. A bony pot roast pack- 
aged with the bone neatly covered 
by a label, a package of pork chops 


(Concluded on next page) 


‘TARKIN EniLé 


_ 519 MEMORIAL DR.,S.E. + ATLANTA, GA. 


THE ORIGINAL, PATENTED 
CROSS-FIN COIL 


The refrigeration coil that changed 
an industry stands today unchal- 
lenged for performance, user satis- 
faction and lasting durability. 
Made from only the finest ma- 
terials by skilled craftsmen under 
exacting standards, every Larkin 
Coil features imbedded fin-to-tube 
contact, swaged connection, silfos 
welded construction, and staggered 
tubing. Write for complete details. 
. 


Manvfacturers of the original Cross-Fin 
Coil — Humi-Temp Units — Evaporative 
and Air Cooled Condensers — Air 
Conditioning Units and Coils — Direct Ex- 
pansion Water Coolers — Steel Vacuum 
Plate Coils — Heat Exchangers. 


WATCHDOG OF THE NATION’S FOOD SUPPLY 
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Quality, Freshness, Accurate Weights Keys to 
Women’s Approval of Self-Service Meats 


(Concluded from precediny page) 


with one shoulder chop tucked in 
between three or four center chops 
are examples of camouflaging. 

“Women are bound to question the 
next selection they make. They will 
not be fooled a second time. One 
manager said he had to explain to a 
number of customers why he used 
backing boards or paper to cover 
sharp bone edges. They thought he 
was trying to hide the quality of 
his meat. 


Women Tell of Doubts 


“Poor quality beef or fresh poultry, 
nicely cut and packaged, can be 
made to look much better than it is. 
One woman complained that she 
never could tell what quality beef 
she was buying in a _ self-service 
package. Another said she couldn’t 
trust a package of ready-ground 
beef, because she wouldn’t know 
what odd and end she was buying. 


“Still another said’ she always 
liked to buy by the brand and felt 
sure about the ham, bacon, etc. but 
wished there were more products 
that she could distinguish by the 
brands she knew. Close attention to 
cut and trim, strict adherence to es- 
tablished quality standards are vital 
factors in consumer acceptance. 


“2. The second big ‘if’ we have en- 
countered is—‘if it’s fresh.’ We all 
recognize the importance of constant 
policing of cases to move packages 
out within the time limit set by your 
code. I presume you all use a code 
system to help you pull packages 
that need attention, but we can’t 
watch too closely. 


“Two women told me that for some 
things they liked self-service, but 
that they always asked for special 
service on fresh meat because they 
once had a package that was held too 
long. With a woman once is enough 
to spoil the sale forever. 


Top of Case Not Place 


“Let me add here that in some 
stores I’ve noticed the habit of dis- 
playing meats that need refrigeration 
on top of self-service cases. Among 
items thus displayed were cut or 
whole ham; smoked tongues or pic- 
nics. Not only do modern day hams 
need refrigeration just as do fresh 
meats, but I wonder if the housewife 
sees the product when it is above 
her eye level. The tendency is to look 
down, not up when shopping a self- 
service counter. 

“3. The third point on which we 
may become delinquent on self-serv- 
ice meats is on accurate labeling, 
accurate weights, accurate costs. 
‘Beef Roast’ means an oven roast 
to a woman. If it’s a pot roast, it 
should be labeled Beef Chuck Pot 
Roast, or Beef Kettle Roast, or what- 
ever the accepted designation is in 
your locality. Most operators do this, 
but some others are not so careful. 

“When it comes to weights, I be- 
lieve that there is no one who would 
wilfully misrepresent the weight of 
the product in the package. The cus- 


-tomer is not always so confident. In 


a few markets the dealer has elimi- 


nated any doubt on the customers’ 
part by simply installing a scale at 
one end of the self-service meat case. 
If the woman is in doubt, she may 
weigh it herself. One dealer reported 
that not many availed themselves of 
the scale, but it gave added assur- 
ance merely by its presence. 


“Accurate prices are also impor- 
tant. Presumably because many 
women like to buy by the piece 
rather than by the pound, some mar- 
kets leave off the cost per pound and 
show only the weight and total cost. 
We know some women who buy at 
these stores and who, after doing a 
little mathematics on their own, were 
astonished at the price per pound. 
These women concluded in their own 
minds that self-service was costing 
them more. 


How To Win Customers 


“In many self-service stores visited 
in the past months, I have observed 
so many interesting features which 
have a definite influence on women 
customers that I would like to share 
some of them with you. Perhaps you 
already make use of them. If not—it 
might be worth noting. 


“Women like to have easy ac- 
cess to the butcher if they want a 
special cut of meat. Some stores do 
this by a push-bell system, others de- 
pend on hostesses to relay the re- 
quest. One manager said he didn’t 
have enough requests to pay to install 
a bell—but I believe the idea of be- 
ing able to talk to the dealer is 
good psychology, even if the service 
is not often used. 


“Hostesses in the meat department 
can be a great boon. They can keep 
the case in apple-pie order, and at 
the same time, be available for infor- 
mation on meat purchase and pre- 
paration. I might add that training 
of hostesses is nearly as important 
as training the meat cutter. She 
should not only know meat, but meat 
cookery. If basic teaching materials 
are needed for such training—any or 
all of us in the meat industry have 
good materials which we _ supply 
without charge. 


Discoloration Bug-a-boo 


“The discoloration problem, we 
know, is still a bug-a-boo to many 
stores. We also know that the intens- 
ity of light is one of the principle 
factors in bringing about discolora- 
tion, particularly on cold cuts and 
similar items. 


“One particular dealer, realizing 
the importance of cutting down the 
intensity of light, painted the lights 
in his meat case red, probably with 
the very best of intentions. How- 
ever, one lady commented to us that 
she was indignant because she 
thought the store was fooling her 
on the fresh red color of the meat. 
We bring this out merely to re-em- 
phasize the fact that sometimes the 
best of intentions boomerang unless 
the customer is acquainted with the 
reasons for certain practices. 

“Playing up to the favorable re- 
sponse to special prices which is 
characteristic of all women buyers— 


one store had a red plastic arrow 
about 2 in. wide and 2 or 3 ft. long 
that curved down from a sign on top 
of the case pointing to a special tray 
in the case where products were fea- 
tured. The sign read ‘Today’s Spe- 
cial!’ The manager said he changed 
the item every day and thus en- 
couraged weekday instead of week- 
end purchases of fresh meat. It 
tended to even up business through- 
out the weekdays. 


Labeling Is Improving 


“Many women mentioned labels as 
a most important feature of self- 
service meats. Most retailers in self- 
service meats have made great 
strides in improving their labels and 
in making them tell a story in the 
shortest and simplest of terms. How- 
ever, we ran across a few instances 
where the label was obviously placed 
in such a position as to cover certain 
less desirable portions of meat. 


“Another problem which has had 
the constant attention of self-service 
operators is that of price-marking. 
The variety and methods of price- 
marking used in the different stores 
has caught my fancy. I understand 
that the perfect pen or pencil has 
not yet been found that will do the 
job on all kinds of surfaces and ma- 
terials. 


“Wherever possible, it is certainly 
desirable from the customer’s point- 
of-view to have the figures big— 
plain and bright of color. Nothing is 
more annoying to a woman than to 
have to search out her bi-focals to 
be able to read the prices. Hastily 
scratched pencil marks or blurry 
wax pencils make it hard to tell the 
difference between 77 and 97 cents, 
or 1 lb. 4 oz. and 1 Ib. 7 oz. I know 
that legible price marking is not al- 
ways easy, but it is very important 
to the woman who shops. 


Assorted Sizes Vital 


“When it comes to packages them- 
selves, every market has its own 
peculiar problems of fast moving and 
slow moving cuts, size of packages, 
etc., which can only be solved by 
close study of the turnover of items 
from week to week. Several man- 
agers said they found it very easy 
after a few weeks to determine just 
how many two, three, four, and six- 
chop packages to make ready, and 


pletely drew favorable comment from 
women on the same score of greater 
visibility. Being able to count the 
units in any package is always a 
desirable feature, and dealers should 
probably make their packages cater 
to the little woman’s preferences 
wherever practical. 

“Some other merchandising ideas 
which we observed included trick 
names for products such as ‘Bread 
and Butter Veal Roast’ for the budget 
rolled shoulder; ‘Crown Pot Roast’ 
for an arm cut held in place with a 
narrow strip of cross cut rib, etc. 

“Budget cuts like short ribs, ox- 
joints, even pigs ears and tails can 
make beautiful packages if neatly 
arranged on paper trays. A sprig of 
parsley in the center of each package 
decorates the whole case and appeals 
to the eye of the buyer. 

“Liver is hard to package nicely 
since it almost invariably soaks the 
tray and looks anything but appetiz- 
ing. Many markets solved this by 
double-wrapping. The liver was first 
tightly wrapped in cellophane, then 
laid in the tray and over-wrapped. 
Result—no leakage. 


More Merchandising Ideas 


“A market that had trouble sell- 
ing lamb legs made steaks out of the 
whole leg. The center round was an 
ideal buy for a small family—prefer- 
able to chops. In another market, 
porterhouse steaks were given spe- 
cial treatment. The tail of the steak 
was ground, shaped into a patty and 
packaged with the steak. The whole 
package sold for the price of porter- 
house, yet could be used to better 
advantage by the homemaker. As I 
remember, the steak was given a 
special name too. 

“Another idea that seemed to be 
productive of good sales for at least 
one market was the ‘combination 
weekend special’ which was featured 
on Friday and Saturday. Legs of 
lamb were priced whole, but were 
cut into sirloin chops, center leg 
roasts, and cut up stew meat for 
convenience in cooking. Half hams 
were sold already cut into boneless 
cushion, shank bone for soup, and 
boiling piece from the rest of the 
ham. These packages were wrapped 
separately, but tied together with a 
bright cord and weighed as one piece. 
Many women were finding it both 
novel and useful. 


“In one market I noticed that the 
dealer had displayed some packages 
of a slow moving item right next to 
the always in demand bacon section. 
It seemed a strategic way to call the 
customer’s attention to a product she 
might not regularly buy. 


Free Suet Pays Off 

“Another merchandising idea that 
was the brain child of an alert mar- 
ket man was the custom of wrapping 
small pieces of suet in cellophane 
and displaying a tray of these pieces 
in his meat case with a sign that 
said ‘Free.’ He said he got so little 
for suet in dollars and cents and 
women were always wanting a piece 
for their roast or pot roast so he 
decided to give it away. I’m sure 
the goodwill more than paid for 
the ‘gift.’ 

“A ground meat package that 
looked extra attractive was a typical 
‘rosette’ of the meat as it fell from 
the grinder, adorned with parsley 
and packaged in a square tray. These 
weighed about % Ib. each. For the 
larger package, a longer tray with 
two rosettes was featured. The 
dealer felt that the meat kept 
brighter in the package and it cer- 
tainly looked very fresh and appetiz- 
ing. 

“I have not even mentioned the 
matter of recipes and their distribu- 
tion through self-service meat mar- 
kets, but we know that recipes are 
sure-fire with any woman. With no 
friendly meat dealer to whom she 
may go for advice on how long to 
broil a steak, she will welcome the 
how-to-cook information. Some mar- 
kets have already set up a regular 
recipe distribution system.” 
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Genuine Joe says... 


“Always buy Genuine 
WAGNER Brushes” 


Replace brushes in Wagner 
Motors with genuine Wagner 
brushes because Wagner 
correct grade brushes give j 
maximum performance, 
commutator and brush 
life. Identify them by 
the name WAGNER 
on the brushes. 
“MS 49-8 
Wagner Electric @rporation 


6471 PLYMOUTH AVENUE, SAINT LOUIS 14, MO., U.S.A. 


whether legs of lamb could be sold ” 


whole or must be cut. One thing is 
true of all and that is the necessity 
of having an assortment of sizes of 
packages to fit any size of family 
from the woman who lives alone to 
the rarer family of six or seven. 

“I saw some markets that had 
managed to make 100% visible pack- 
ages without the use of either trays 
or paper or cardboard backs. They 
said women seemed to like this idea 
of seeing both sides, but I realize 
this method of wrapping has its 
problems. Round steaks packaged 
completely flat showed the product 
better than the packages I saw in 
another market that had been rolled 
up in a jelly roll sort of package. 


“The latter displayed neatly like 
cord-wood, but was harder to identify 
or to see whether or not it contained 
more bone and fat than was desired. 
I have seen spare ribs packaged flat 
as against another package rolled up 
into a bundle. Pork chops packaged 
so that every chop showed com- 


SAVE ROOM—SAVE INSTALLATION COSTS 


by using A-B Combination Motor Starters 


Disconnect unit and magnetic starter are 
contained in ONE compact cabinet. Ideal for 
air-conditioning and refrigeration jobs, be- 
cause the Bulletin 712 Combination Starter 
takes less room, saves wiring, speeds up in- 
stallation, and affords added safety in oper- 
ation. Cabinet cannot be opened unless 
disconnect lever is in OFF position. 

Starter and disconnect unit both have 
silver alloy contacts which need no cleaning, 
filing, or dressing. Send for Bulletin 712. 
Allen-Bradley Co., 1313 South First Street, 
Milwaukee 4, Wisconsin. 


eamhionis H 


and REFRI 


- - « WITH REALLY LARGE 
FROZEN FOOD CAPACITY 


Just what your customers have been 
asking for! One cabinet with separate 
freezer and refrigerator compartments. 
Freeze on one side . . . store on the 
other e Freezer makes plenty of ice 


TWO-IN-ONE 


8 cu. ft. freezer space 
11% cu. ft. refrigerator 
2 hermetic units 


IMMEDIATE 


DELIVERIES ... WE CAN 


DEALERS & DISTRIBUTORS 


Write or wire 
SIMPLEX MFG. COMPANY, 1135 Third Street, Oakland 20, California 


MODEL 21-STT 


MINIMUM 
FLOOR SPACE! 


E FREEZER 


om . 
GERATOR! 


cubes and holds up to 350 lbs. of frozen 
foods! Cold plate with extra coils for 
quick freezing ¢ Regular refrigerator 
space for milk, butter, eggs, meat, left- 
overs and fresh vegetables. High humid- 
ity. . . bonded wall coils, both sides 

.- foods do not dry out in refrigerator 
compartment. Get on the band wagon 
for big profits! 


EXTERIOR DIMENSIONS: Depth 28”, Height 70", Width4914” 
SHELVES: On adjustable supports 

DOOR OPENINGS: 19” x 404” 

HARDWARE: Heavy Brass Chrome Plated 

INSULATION: High Temperature 3”, Low Temperature 5” 


FINISH: Interior, Baked Dulux on Paint-Grip Steel 
with Stainless Steel Bottom 


EQUIPPED: Two air-cooled, sealed hermetic units — 
quiet operation 


SHIPPING WEIGHT: Domestic 740 Ibs., Export 850 lbs. 


SUPPLY A FEW MORE 


i eee : * a7 ot. 2 S bs ; . ' ‘ ‘d — an _ ‘e 4 $ my, . ‘ » . ¥ Seg . os ar 3 : cma a t . 
ee = 
the 
in 
ro- : 
q 
jer 
ise ee 
isk 
ves 
an 
led 
che 
ily pe 
she 
ats 
she 
of 
re- 
las 
ge S| 
re 
at 
Ds. 
se, 
k- 
an ; 
er : 
of ee 
to ee 
lo- : 
r= 
lle 
er Z 
n- se 
ly . 
ne 
he 
on 
ne 
ef 
2a ry : 
or 
ut 
a ee 
1S 
ce 
of ee 
h. 
Ly 
r, 
rs 
‘ll | < 
re 
+S | 
e. 
nh I ee ee 
ic | ; 
; ee | 
e, a Fai ees e ee 
: me) i—_ | | @ ag 49’? De. 
, Z_e!|lClC<C(i lc secell i Se 
‘ : WALZ: i Be % . i ; < — ; 
fe : > : er | | ve 
| | 
~— 
* $ . / 
PO - a | 
ee ; 
ee - | a 
—it Pa 
‘ é - . ei Fi Be 
See : 
| aa aes i 
cee ita 7; a a 
i i - / ia = 7 ! “4 
eer: ys y 7s 
Ay so 
TRO 
TOR con jon. a a 
EY MON. igero" 
piven BRAD corns ond eine worte™ bl “e 
iC ane-\i 7 ee ; 
for Air , ocros® yarters: : Agia rg : ‘ ae 
wows! g. outer rset controls ed . . Ey 
sani ‘ ; i \ =| ee 
Reem «600A LEN-BRA'DLEY . 
x ot yemP . trom \ ; . ae |» ig 5 
| eee | va Fs ee + 
7 Py \o¥s Js Ye x ; , .: 
ie ~ SOLENOID MOTOR» CONTROL z 
2 ~ : Bo ap 4 Part < 33 rent i r 7 > . Satul = ‘ f : ; 5 fans j 
. See tee A eae SS i ss 
7 o>» . , ee : \ Be i 74 2 3S “i Rnd ; ea ms a pei a we « ona. a P : ; 
AE ETE FRR PONE ETN ITER PES SNE ES NE Py. 
a 
. ‘i r ; ° - » 7 
ie. ales he Py: wee al js Wer. i oe i ee eo a cay ee wemege AL Se = ee ee: Sift “ Ps ' i >% Rye 


20 AIR CONDITIONING & REFRIGERATION NEWS, AUGUST 29, 1949 


Table 2—Estimated Cost per 1 Ton of Refrigeration 


If Water 
Cooling If Heat- If 


Using City Water for Condensing - Coilsand ingIs Evapo- If Water 

Direct Expansion Systems Water Used. rative Cooling If Zone 

No. of Self-Contained Remote Factory- Casings Cooler No Condens- Tower System 

Size of Units Units Built Units Built Are Boiler er Is Is Is To Be 
System for No With No With on Used Included Used Used Used 
Tons System Ducts Ducts Ducts Ducts Job Add Add Add Add Add 
3 1 rr SS a ce a rs 
2 1 oe ee. Bee et ee, 8620 a 
3 1 370 $450 450 ee, act ees 40% 50% a 
5 1 350 450 409 aS oo re se 40% 40% —, oe 
7.5 . 2 oe Are ee 0lC RN Aes 35% 35% } i, eee 
10 2 5-ton units 350 430 400 a ee 40% ee kee “Biles 
10 1 10-ton unit ........ wae ~~.” Seems ee 20% 20% 30% 20% 30% 
15 5 3-ton units 370 450 450 a ae 40% 50% yee 
15 3 5-ton units 350 430 400 450 Sree eo 40% 40% re 

15 1 10-ton unit & 

“1 5-ton unit _........ Rot 30% 30% 35% 25% eesssse 
15 1 15-ton unit _........ a 400 $400 20% 15% 25% 15% 20% 
20 4 5-ton units 350 430 400 a “ewe ans 40% 40% 80% resssaes 
20 2 10-ton units ......... a Cl 30% 20% 30% Be 2 lhitews 
20 1 20-ton unit - ........ me” eee 400 400 20% 10% 20% 15% 20% 
30 6 5-ton units 350 430 400 0c cer 40% 40% 80% _oectueee 
30 4 7%-ton units ........ eros | Se ee 35% 35% a 
30 3 10-ton units ........ ee ee 30% 20% 30% ee. 
30 2 15-ton units... 400 oho TT 20% ; 15% 25% re 
30 Se I 8 ek ny. Saami. ates 400 400 15% 10% 20% 15% 15% 
50 10 5-ton units 350 430 400 — eee 40% 40% 80% ——rassene 
50 7 7%-ton units ........ . | ee eee 35% 35% . iia 
50 5 10-ton units ........ a ae 30% 20% 30%  , 
50 I ic ectacg mi wl SEI  icsivanes 390 15% 10% 20% 15% 10% 


For downtown theaters $30 per seat. For neighborhood theaters $20 per seat. 


Table 3—Average Operating Cost Per Ton of Refrigeration Per Hour 


With Evaporative Condenser 


Cost With City Water for Condensing 
Average Water Cost Per 1,000 Gals. 


Per Average Water Cost Per 1,000 Gals. 


Kwh. 10 20 30 40 50 10 20 30 40 50 

Cents Cents Cents Cents Cents Cents Cents Cents Cents Cents Cents 
p | .013 .017 .020 .024 #.028 .008 .009 .010 .012 ~~ «.013 
1% 017 .020 .024 .028 .032 O11 .012 -013 .014 .015 
2 .020 .024 .028 .032 = .036 015 .016 .017 .018 ~ = .019 
2% .024 .028 .032 .036 #8 .039 .018 .019 .020 .021 # .022 
3 .028 .032 .0386 .039 8.043 .021 .022 .023 .024 #««.025 
3% .032 .0386 .039 .045 # .047 .024 .025 .026 .027 ~~ .028 
4 .036 .039 .043° .047 # .050 .027 .028 .029 .030 + # .031 
4% .0389 .043 .047 «.050 = # .054 .030 .031 .032 .033 ~=# .034 
5 .043 .047 .050 .054 = .057 .083 .0384 .085 .036 # .037 


With Water Cooling Tower 
Average Water Cost Per 1,000 Gals. 
10 20 30 40 50 
Cents Cents Cents Cents Cents 


0075 .0085 .0095 .0115 .0125 
0105 .0115 .0125 .0135 .0145 
0145 .0155 .0165 .0175 .0185 
0175 =.0185 = .0195 .0205 .0215 
-0205 .0215 .0225 .0235 .0245 
.0235 .0245 .0255 .0265 .0275 
.0265 .0275 .0285 .0295 .0305 
.0295 .0305 .0315 .0325 .0335 
-0325 .0335 .0345 .0355 .0365 


Based on 65% compressor operation and 100% fan operation. 


Air Cooling Installed In 2 More Florida Spots 


ST. PETERSBURG, Fla.—Air con- 
ditioning systems have been installed 
in the St. Augustine’s  recently- 
opened Travelrite Restaurant, a part 


of the-Howard Johnson chain, and in. 


the building of Dickson & Ives, Inc., 
in Orlando. 

The $35,000 Carrier system in the 
Dickson & Ives building was engi- 


neered and installed by Falkner, Inc. 
é 
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CUSTOMER 
oh ACCEPTANCE 


MORE DEALER PROFIT 


, i ed 


IN LESS SPACE 
THAN ANY OTHER 
BOTTLE COOLER 


Write for descriptive 
literature on famous 


Seuerage- Ar 
Bottle Coolers 
AND 


Club Bars 
NOW! 


DEPT. A 


5 oa ' 


MORE CAPACITY oot be 


Known for EFFICIENCY .... 
BEAUTY and DURABILITY ... .BEVERAGE-AIR 
BOTTLE COOLERS practically sell THEMSELVES 


COMPARE... 

On installations, side by side with every other make 

cooler, Beverage-Air does THE job. We guarantee 
faster cooling . . . and greater serving convenience 

with Beverage-Air. 

All stainless steel front, top, and ends. 

All stainless steel and aluminum interior. 

Glassware storage ON THE COOLER. 


The Punxsufawney Company 


MODEL B78-S 
Shown Here 


PUNXSUTAWNEY, PA. 


Roberts & Mander Shows 
Loss of $383,809 


PHILADELPHIA—A loss of $383,- 
809 for the first half of 1949 is in- 
dicated for Roberts & Mander Corp., 
Hatboro, Pa. manufacturer of ranges, 
reported Henry S. Minster, president. 

In the first six months of this year 
there was a marked reduction in de- 
mand for ranges, Minster said, point- 
ing to trade association reports for 
the first four months which indicated 
a 40% decrease in manufacturers’ 
shipments of gas and electric appli- 
ances. Roberts & Mander shipments 
have followed this pattern, he said. 

Since release of the six-month in- 
terim reports, Roberts & Mander has 
seen some improvement in both busi- 
ness and sales, the president declared. 

The company’s average price per 
range sold declined substantially in 
the first six months, and unfavorable 
wholesale and retail inventory situa- 
tions also had an unhealthy effect on 
manufacturing schedules and produc- 
tion costs, the range manufacturing 
company executive declared. 


Heat Pump Book Gives Data 
On European Installations 


LONDON, England—Princes Press, 
Ltd., here has announced publication 
of a book which it says gives details 
of all the working heat pumps of 
importance in Europe, with perform- 
ance data and an outline on design 
and application. , 

Entitled The Heat Pump, the book 
was written by J. B. Pinkerton, who 
is described as a leading consulting 
engineer. He is said to have person- 


ally visited and inspected the installa-- 


tions described. 

The book, which has more than 250 
pages and 100 illustrations, may be 
obtained from the publisher, 147 
Victoria St., London, S. W. 1, Eng- 
land, for $5 a copy. 


Geyer Buys Indiana Dealership 


MISHAWAKA, Ind.— The Better 
Appliance Store, at 511 N. Main St., 
here, has been purchased by Otto P. 
Geyer of Mishawaka. 

Geyer purchased the store from 
Frank L. Feller, who founded the 
business 23 years ago. 


_ - a a a 


One of a series from 


by James J. LaSalvia 


Readers who have any questions regarding the application of 
air conditioning are invited to write to Mr. LaSalvia, the author 
of this series, who will be pleased to furnish a complete and 


detailed answer free of charge. 


provided by the NEws. 


This is another of the services 


Economics (Cont.) 


COST ESTIMATE 


Many times the air conditioning 
engineer is called upon to give an 
estimated cost of a space before it 
is actually designéd and priced. 

Table 2 shows such cost estimates 
per ton of refrigeration. You will 
note that the cost will vary according 
to size of job and type of equipment 
used. 


EXAMPLE NO. 3 
Given a neighborhood theater of 
800 seats. What is the estimated 
cost ? 
800 seats x $20 = $16,000. 


EXAMPLE NO. 4 

Given a small department store of 
27 tons. What is the estimated cost 
if city water is used for condensing 
purpose ? 

a. If a built-up direct-expansion 
unit is used the cost will be: 

$400 x 27 tons = $10,800. 

b. If water-cooling coils and water 
cooler are used the cost will be: 

$400 x 1.15 x 27 tons = $12,420. 


OPERATING COST 


The operating cost of an air condi- 
tioning system is very important to 
the owner. This expense goes on at 
all times, and it should be the aim 
of the engineer to keep this as low 
as possible. 

Sometimes it may be better to have 
a higher first cost on a job and a 
lower operating cost, if by so doing 
the operating cost will save enough 
in four to six years to pay the addi- 
tional first cost. In this manner, the 
owner will gain thereafter. 

High operating cost will at times 
keep the owner from operating the 
system in order to cut his expense. 
So that great care must be taken to 
see that the operating cost is always 
kept in mind in designing these sys- 
tems. 

The operating cost can be arrived 
at very closely with Table 3 which 
gives the operating cost per ton per 
hour per season. 


The seasons will vary according to 
type of job and mostly as to regions. 
The number of hours of operation 
will vary between 400 to 2,000 hours 
in this country. 


EXAMPLE NO. 5 


Assuming a 27-ton air conditioning 
system operating 1,000 hours per 
season, which has a 3-cent per kwh. 
rate, and using condensing water 
from the city main, at a cost of 20 
cents per 1,000 gallons. 

a. What is the operating cost per 
season ? 

b. What would be the operating 
cost per season if an evaporative 
condenser was used instead of city 
water? 

c. What would be the operating 
cost per season if a water-cooling 
tower was used instead of city 
water? 

a. Referring to Table 3, the cost 
of water and electricity per hour per 
ton of refrigeration per season is 
.032 cents. 

Therefore: 

.032 x 27 x 1,000 = $864 operating 
cost per season. ; 

.022 x 27 x 1,000 = $594 operating 
cost per season with evaporative 
condenser. 

.0215 x 27 x 1,000 = $580.50 oper- 
ating cost per season with water- 
cooling tower. 


MAINTENANCE COST 


Maintenance cost for air condition- 
ing systems will vary according to 
size of job, and the following per- 
centages may be used for estimating 
the cost: 

1 ton and smaller—4% of the first 
cost. 

From 1 ton to 5 tons—3% of the 
first cost. 

From 5 tons to 10 tons—2.5% of 
the first cost. 

From 10 tons and above—2% of 
the first cost. 


(To Be Continued) 


SCHNACKE 


COMPRESSORS AND 


1-Improves Refrigeration 
System Efficiency 

2-Eliminates Unnecessary 
Cycling 

3 = Reduces Electric 
Current Consumption 


These are some of the “plus” 
advantages now available in all 


CONDENSING UNITS 


THERMATROL 
CAPACITY CONTROL 


maintains even 
Evaporator 
Temperature 


SCHNACKE improved Compressors 
and complete Condensing Units. 

For long wear and greater operating efficiency, SCHNACKE Compressors have 
replaceable, refrigerant-cooled steel cylinder sleeves, balanced forged crankshaft, 
sealed crankcase, positive pressure lubrication, and many othr advanced features. 
Compressor models available from 5 to 50 H.P. 

SCHNACKE Condensing Units are complete with cleanable type fin tube condens- 
ers mounted in sturdy base, water control valve and pressure controls. Models 
available from 5 to 25 H.P. 

Write SCHNACKE, INC., 1016 E. Columbia St., 
Evansville, Indiana, for engineering details. 
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REFRIGERATION: 
PVE mae Deelel Tite SERVICE THAT'S UNSURPASSED 
HEATING PARTS 


and SUPPLIES — 


SUPPLY HOUSE THAT SERVICE BUILT 


Dependable efficient same-day filling of orders has built our business 
-.. Our reputation. Keep your stocks complete this easy, speedy way... 
just order from our FREE catalog. Saves you time... energy’... money. 
Prices right. Wholesale only. 


2511 LAKE STREET 


MELROSE PARK, ILL. 
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All-Electric Farm Model 
Features Dealers’ Show 


BINGHAMTON, N. Y.— Electric 
dealers in the Binghamton area 
joined hands to present an All Elec- 
tric Show at the Broome County 
Fair, featuring the latest appliances 
for both the farm and home. 

A highlight of the exhibit was the 
model all-electric farm with complete 
equipment for the barn, the milk 
house, the poultry house, and the 
workshop. The New York State 
Electric & Gas Corp. supported the 
show with extensive promotion. 


lacL Meets In October - - 


(Concluded from Page 1, Column 3) 


ing programs of leagues, promoting 
ventilation, the impact of television 
on the electrical industry’s business, 
possibilities and problems in heating 
homes by electricity, the kitchenizing 
program, promoting the complete 
electric laundry, and other activities. 

General sessions will be held on 
Wednesday, Thursday, and Friday, 
Oct. 12, 13, and 14. All sessions will 
be held at the Cleveland hotel, with 
the exception of the one on Friday 
afternoon, which is scheduled for 
Nela Park. 

These general sessions are open to 
any member of the industry inter- 
ested in electrical league work. There 
will be two special luncheons on 
Wednesday and Thursday, and the 
annual dinner will take place on 
Thursday evening. 

The IAEL business session, at 
which reports will be presented and 
directors and officers of the IAEL 
for 1950 elected, will take place on 
Saturday morning, Oct. 15. 


Gibson 50 Line -- 


(Concluded from Page 1, Column 5) 


should all be given first hand infor- 
mation about Gibson products,” 
Johnson said. 

“We believe these wholesale men 
have had a large part in Gibson’s 
substantial sales increase in 1949 and 
for this reason we will encourage 
all of our distributors to have their 
key men attend the Gibson meeting 
in their territory.” 

Johnson asserted that ‘exclusive 
features never before found in refrig- 
erators, electric ranges, and home 
freezers,” will be disclosed to distribu- 
tor organizations during the advance 
showings. 

Gibson executives who will partici- 
pate in all four regional meetings 
include F. S. Gibson, Jr., secretary 
and treasurer; C. J. Gibson, Jr., as- 
sistant secretary and assistant trea- 
surer; G. L. Rees, range sales man- 
ager; Paul H. Eckstein, assistant 
general sales manager; and Gregory 
V. Drumm, manager, advertising and 
sales promotion. 

Others are J. Bruce Croskery, man- 
ager, market development depart- 
ment; John Christensen, sales de- 
partment; H. F. Powell, chief refrig- 
eration engineer; Ed Ellingen, service 
manager; J. F. Klintworth and W. J. 
Browne, divisional sales managers; 
Gil Sutphen, assistant traffic man- 
ager; Gene Miller, advertising and 
sales promotion; and Johnson. 


Appliance Firm Celebrates 


JACKSONVILLE, Fla.—-The Home 
Appliance Co. has moved from 523 
Main St. to new and larger quarters 
at 519 Main. H. G. Stubbs is owner 
of the firm, which is celebrating its 
thirteenth anniversary in _ business. 


Marine Installations of Refrigeration 
Covered by Revised U. S. Regulations 


WASHINGTON, D. C.— Various 
regulations covering shipboard equip- 
ment, including refrigerating ma- 
chinery, have been revised by the 
United States Coast Guard, and are 
to go into effect on Nov. 15. 

The requirements for refrigeration 
establish design pressures for marine 
systems using ammonia, carbon diox- 
ide, and the various “Freons.” 
“Freon-12,” for example, is _ listed 
as 235 p.s.i. on the high side, 150 p.s.i. 
on the low side. 

Relief valves set to relieve at a 
pressure not exceeding the design 
pressure are required on most sys- 
tems, but none of the regulations 
apply to “small, portable, self-con- 
tained units,” it is stated. 

Complete text of the section of the 
new regulations concerning refrig- 
eration follows: 

Installation of refrigerating machinery. 
(a) Where refrigerating machines are in- 
stalled in which anhydrous ammonia is 
used as a refrigerant, such machines shall 
be located in a well-ventilated, isolated 
compartment, preferably on the deck, but 
in no case shall it be permissible to in- 
stall such machines in the engine-room 
space unless it is vented and isolated so 
as to eliminate any hazard from gas 
escaping to the engine room. Absorption 
machines using a solution of aqua am- 
monia and machines using carbon anhy- 
dride (CO. gas) are exempt from this 
requirement, provided the maximum 
charges that might be released in the 
event of breakage do not exceed 300 
pounds. 

(b) Machinery compartments containing 
equipment for ammonia shall be fitted with 
a sprinkler system providing an effective 
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ea + SP 
Big PRICE CUT 


LIST REDUCED '/ 


have been threatened by a breakdown. 


Every home freezer owner needs this warning 
device of mechanical failure. You know the owners. 


They need the Sentry. 


_ Self-contained...installed in two minutes... posi- 
tive action...no thermostat...battery operated with 


5 year battery life...100 hour buzzer operation... 
extra profit margin...write for complete story. 


JEWETT ASSOCIATES 


1053 MAIN STREET BUFFALO &, N. Y. 


JEWETT 
FREEZER 
SENTRY 


@ From $14.95 to $9.95. 
Now every serviceman 
should sell one on 
every Home Freezer 
call. It’s a “‘push over” sale where valuable foods 


water spray and having a-remote control 
device located outside the compartment. 

(c) All refrigeration compressor spaces 
shall be effectively ventilated and drained 
and shall be separated from the insulated 
spaces by watertight plating, unless other- 
wise approved. 

Design pressure. The pressure vessels, 
compressors, piping, and controls. shall 
be designed for the minimum pressures 
given in table. 


REFRIGERANT DESIGN PRESSURES 
Design pressure 


High Low 

side side 
Refrigerant (p.s.i.) — (p.s.i.) 
Ammonia (NH:;) ......... 300 150 
Carbon Dioxide (CO) ... 1,500 1,000 
Freon-11 (CC1sF) ........ 40 40 
Freon-12 (CClhF2) ........ 235 150 
Freon-21 (CHClhF) ....... 75 40 
Freon-22 (CHCI1F2) ...... *300 *150 
Freon-113 (C2C1:F;) ...... 30 30 
Freon-114 (C:Cl:F;) ...... 85 45 


*Permitted for watercooled installations 
only. 

Pressure vessels and piping. (a) Each 
pressure vessel containing refrigerants, 
which may be isolated, shall be protected 
by a relief valve set to relieve at a pres- 
sure not exceeding the design pressure. 
When a pressure vessel forms an integral 
part of a system having a relief valve, 
such vessel need not have an individual 
relief valve. 

(b) Relief valves fitted on the high 
pressure side may discharge to the low 
pressure side before relieving to atmos- 
phere. When relieving at atmosphere a 
relief valve shall be fitted in the atmos- 
pheric discharge connection from the re- 
ceivers and condensers set to relieve at 
a pressure not greater than the design 
pressure. A rupture disk may be fitted 
in series with the relief valve, provided 
the bursting pressure of the rupture disk 
is not in excess of the relief valve set 


—@ pressure. Where a rupture disk is fitted 


on the downstream side of the relief 
valve, the relief ‘valve shall be of the type 
not affected by back pressure. 

(c) A relief valve shall be fitted on or 
near the compressor on the gas discharge 
side between the compressor and the first 
stop valve with the discharge therefrom 
led to the suction side. 

(d) A check valve shall be fitted in the 
atmospheric discharge line if it is led 
through the side of the vessel below the 
freeboard deck, or a shut-off valve may 
be employed if it is locked in the open 
position. 

(e) All piping materials shall be suit- 
able for handling the primary refrigerant, 
brine, or fluid used, and shall be of such 
chemical and physical properties as to 
remain ductile at the lowest operating 
temperature. 

Tests. (a) All pressure vessels, com- 
pressors, piping, and direct expansion cool- 
ing coils shall be leak tested with gas 
after installation to their design pressures. 

(b) No gas tests shall be made aboard 
ship higher than the design pressure of 
the part of the system being tested. The 
refrigerant in the system may be used 
for this test. If the refrigerant has been 
removed, oil pumped dry nitrogen or 
bone dry carbon dioxide with a detec- 
able amount of the refrigerant added, 
should be used as a testing medium. 
(Carbon dioxide should not be used to 
leak test an ammonia system.) In no 
case should air, oxygen, any flammable 
gas or any flammable mixture of gases 
be used for testing. 

Small portable self-contained units. The 
requirements of this subpart shall not 
apply to small. portable, self-contained 
units. 


Food Chain Group Will Include Exhibits 
For First Time at Meeting Oct. 12-15 


NEW YORK CITY—For the first 
time in its history the National As- 
sociation of Food Chains will in- 
clude a comprehensive exhibit of new 
equipment, fixtures, and supplies as 
a part of its sixteenth annual meet- 
ing to be held Oct. 12-15 in Wash- 
ington, D. C., it has been announced 
by T. J. Conway, chairman of the 
annual meeting committee. 

All available display space has 
been reserved by about 50 manufac- 
turing and service concerns. The ex- 
hibits will be on the mezzanine floor 
of the Statler hotel, adjacent to meet- 
ing rooms. They will be staffed by 
manufacturers representatives each 
day from 9 a.m. to 6 p.m. and from 
9 to 10 p.m. 

“Space limitations were such that 
we were forced to restrict displays to 
manufacturers of equipment, fixtures, 
and supplies, and to store service 
agencies,” explained Conway. 

Conway pointed out that the ar- 
rangement will give chain and super- 
market operators an opportunity to 
review the latest equipment and fix- 
ture innovations in one location—a 
consideration of special value to both 
exhibitors and store operators. 

The meeting is to be attended by 
about 1,000 major executives of food 
chains and supermarkets, and rep- 
resentatives of manufacturers, con- 
sumer groups, and agricultural in- 
terests. Member companies of the 
association operate approximately 
15,000 stores and supermarkets. 

Display classifications will include: 


Store equipment—meat-slicing ma- 
chines, meat, fish, and bone cutters, 
shopping baskets, store fixtures, cash 
registering equipment, adding ma- 
chines, shopping carriers, scales, 
butcher cutlery, vending equipment, 
plastic display signs, frozen food 
cabinets, lighting fixtures, cube steak 
machines, meat saws, display fixtures, 
inventory recording equipment, nest- 
ing-type carts, refrigerated display 
cabinets, check-out stands, food-slic- 
ing machines, signs, window stream- 
ers, price cards, shelf molding, safes, 
vaults, and turnstiles. 

Store supplies—packaging, food 
containers, insulated bags, etc. 

Store construction materials—store 
fronts, doors and entrances, acousti- 
cal materials, air filters, insulation, 
and pre-finished wall and ceiling 
panels. 

Store services—-architectural and 
protective. 


Titchener Sets Up Dept. 


For Sample Wire Jobs 


BINGHAMTON, N. Y.—A special 
department—devoted solely to con- 
structing sample wire assemblies— 
has been set up by E. H. Titchener 
& Co. here. 

Complete with skilled craftsmen, 
the new department is geared to con- 
struction of full-sized models of 
welded-wire or _ wire-and-strip-steel 
assemblies. 


Easy’s 6-Month Earnings 
Pared to $347,983 


SYRACUSE, N. Y.—Easy Washing 
Machine Corp. has reported a six- 
month net profit of $347,983, com- 
pared with $1,470,056 in the corres- 
ponding period a year ago after 
deducting $90,000 provision for 
further decline in inventory prices. 

Sales for this year’s period totaled 
$11,881,281, against $22,228,286 for 
the like 1948 period. 


Kelvinator Names Whitsit 
As Quality Engineer 


DETROIT—Appointment of Law- 
reice C. Whitsit as quality engineer of 
the Kelvinator Div. was announced 
recently by R. A. 
DeVlieg, vice presi- 
dent in charge of 
manufacturing. 

Whitsit will co- 
ordinate the prod- 
uct quality activi- 
ties of the manu- 
facturing, engi- 
neering, and serv- 
ice departments of 
the division. He 
will supervise this 
work at Kelvina- 
tor plants in De- 
troit and Grand Rapids. 

Whitsit, who has been assistant 
chief inspector, joined Kelvinator’s 
inspection staff at Detroit 16 years. 
ago. For four years during the war 
he was chief inspector for the com- 
pany’s propeller division located at 
Lansing. 


L. C. Whitsit 


-—-availoble ot small cost for 
all models. Easily and 
firmly attoched. 


CANNON & MILLER, 55 W. 42nd STREET 
NEW YORK 


* Interiors are Stainless 
* Large Utility Shelf for 


* Panelyte Tops (Extra), 


SELF-CONTAINED MODELS 
$40. 4'6" $40 6'3" 
12 cases 18 cases 


beverages are sold or must be 


EXCLUSIVE 
EXPORT DISTRIBUTOR: 


CABLE: CANANWILL CABLE: 


BEVERAGE ‘COOLERS 


* Full Length, Heavy Duty, Fin Coils with Blower. 
* Even, rapid, continuous cooling in all areas. 
* Stainless Steel or Deep Green Baked Enamel Exterior. 


$40—8’ 
26 cases 


With 

EXTRA 

Utility 
FEATURES 


That YOUR 
CUSTOMERS 


will 


Steel and Aluminum. 
Food or Chilling Glasses. 


* 4” Heavy Duty Fibreglas Insulation. 


Allows Use as a Complete Counter. 


* Self-Contained or Remote Models. 

* 5-Year Warranty on Hermetically Sealed Units. 

* All-Welded Steel Construction. 
SCOOHOOSOSSSHSSSSSHSSHOSSSHOSHSHOHHHSHHHHEHHEHEEEESE 


SIZES AND CAPACITIES 


REMOTE MODELS 
$40. 4'6" $40—6'3” 
15 cases 21 cases 


$40—8’ 
29 cases 


Here is Your Market: Taprooms, Cafes, Package Liquor Stores, Recreation 
Centers, Sandwich Shops, Soda Fountains, Bowling Alleys, Dance Halls, 
Hospital and Club Recreation Rooms—and wherever food and bottled 


properly stored and refrigerated. 


IMMEDIATE DELIVERY — at prices that give you an IN 
everywhere PLUS A REAL PROFIT! For fast action on 
this live number — WIRE, PHONE or WRITE. 


AMERICA'S MODERN COMPLETE LINE 


JORDON REFRIGERATOR CO. 


Factory and Sales Division 


58th St. and Grays Ave., Phila. 43, Pa. 


“JORDONREF” BElgrade 6-4510 
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PATENTS 


Week of May 3 
(Concluded) 


2,469,067. ICE CUBE TRAY. Cornelius 
Marvin Follin, La Mesa, Calif. Applica- 
tion June 2, 1947, Serial No. 751,678. 4 
Claims. (Cl. 62—108.5.) 


1. An ice cube tray comprising a flat top 
provided with a series of openings there- 
in, side flanges extending downwardly 
from the side edges of the top and form- 
ing a pair of spaced supports for said 
top, a flange projecting downwardly from 
each opposite end of the top for a short 
distance and connected at the ends there- 
of to the adjacent ends of the side flanges, 
cups received by the openings and means 
on the cups engageable with the top 
for retaining said cups suspended in said 
openings, said top having a pair of lon- 
gitudinally extended parallel grooves 
adapted to slidably receive the lower 
edges of the side flanges of a superim- 
posed tray when a pair of trays are 
placed in an ice cube freezing compart- 
ment of a refrigerator. 


2,469,086. RECIPROCATING COMPRES- 
SOR HAVING MEANS FOR SEPARAT- 
ING GASEOUS REFRIGERANT FROM 
FOAM. Daniel F. Shepherd, Syracuse, N. 
Y., assignor to Carrier Corp., Syracuse, 
N. Y¥., a corporation of Delaware. Appli- 
cation Dec. 6, 1946, Serial No. 714,581. 11 
Claims. (Cl. 230—206.) 


J 


1. In apparatus of the character de- 
‘scribed, the combination of a compressor, 
a suction line connected to the compres- 
sor, an oil sump serving as a source of 
lubricant for various elements of the com- 
pressor, and a separator fan for separat- 
ing gaseous refrigerant from oil in foam 
created at start-up of the compressor, the 
separated gaseous refrigerant passing to 
the suction line of the compressor and 
the separated oil passing to the sump. 


2,469,142. AIR CONDITIONING. Sven 
W. E. Andersson, Evansville, Ind., as- 
signor to Servel, Inc., New York, N. Y., 


a corporation of Delaware. Application . 


Dec. 22, 1945, Serial No. 636,977. 12 Claims. 
(Cl, 257—3.) 


12. In an air conditioning system com- 
prising heat exchange means, a blower for 
flowing air to be conditioned over said 
heat exchange means, a source of heat, 
selective control means for adjusting the 
system for operation by heat from said 
source to supply either a heating medium 
or a cooling medium to said heat ex- 
change means, apparatus for removing 
heat from the system when the latter is 
adjusted for supplying cooling medium to 
the heat exchange means, and a thermo- 
static device for delaying operation of 
both the blower and said heat removing 
apparatus, respectively, under supervision 
of said selective control means. 


2,469,153. ABSORPTION REFRIGERAT- 
ING SYSTEM. William L. Bulkley, Evans- 
ville, Ind., assignor to Servel, Inc., New 
York, N. Y., a corporation of Delaware. 


Application Dec. 27, 1944, Serial No. 569,- 
937. 2 Claims. (Cl. 62—119.5.) 


> 3 


1. An absorption type refrigerating sys- 
tem having a circuit for gravity circu- 
lation of inert gas including an evapora- 
tor and an absorber, and a circuit for 
absorption liquid including said absorber 
and a generator, said evaporator having 
a low temperature freezing section and 
a higher temperature air cooling section, 
said absorber being constructed and ar- 
ranged for flow of gas therethrough un- 
obstructed by ligiud flowing therein, one 
section of said absorber having a greater 
resistance to gas flow therethrough than 
other sections of the absorber, and said 
circuits being so constructed and ar- 
ranged that liquid first enters said ab- 
sorber through said high resistance sec- 
tion and flows only concurrent with the 
gas in this section but countercurrent 
with gas in the other sections, the direc- 
tion of flow in said high resistance ab- 
sorber section being such that circulation 
of gas in the gas circuit involves flow 
of gas from said evaporator freezing 
section to said evaporator air cooling sec- 
tion. 


2,469,179. REFRIGERATION. Albert 
Schultze, Evansville, Ind., assignor to 
Servel, Inc., New York, N. Y., a corpora- 
tion of Delaware. Application Nov. 7, 1947, 
Serial No. 784,597. 5 Claims. (Cl. 62—119.5.) 


x 
Soa 
a 
& 
—ame WS 


z 


1. A refrigerator including a food stor- 
age compartment, a vertical flue exterior 
of said food storage compartment at the 
rear thereof and a closure member be- 
tween said food storage compartment and 
said flue, said closure member including 
a mounting plate provided with an open- 
ing therein, a refrigerating system for 
cooling said food storage compartment, 
said refrigerating system including an 
evaporator in said food storage compart- 
ment, a gas heat exchanger in said flue, 
and means for insulating said gas heat 
exchanger, said insulating means includ- 
ing a channel member attached to said 
mounting plate and provided with an 
opening therein, which opening is aligned 
with the opening in the mounting plate, 
said channel member being provided with 
a contiguous flange along the periphery 
thereof, a casing mounted on said channel 
member and adapted to cooperate there- 
with to encompass said heat exchanger 
in spaced relation therewith, means for 
attaching said casing to said channel 
member, closure members for closing each 
end of said casing, and insulating material 
within said casing. 


2,469,231. ELECTRICAL PRECIPITA- 
TOR. Hans Klemperer, Belmont, Mass., 
assignor to Raytheon Manufacturing Co., 
Newton, Mass., a corporation of Dela- 
ware. Application June 20, 1946, Serial 
No. 678,153. 12 Claims. (Cl. 183—7.) 

1. An electric precipitator for purify- 
ing gas comprising an ionizing device 
including a plurality of electrodes be- 
tween which an ionizing discharge is 
adapted to occur, a precipitating means 
including a plurality of spaced, parallel 
collector plates upon which impurities in 
said gas are collected, means for charg- 
ing a portion of said plates to a pre- 
determined potential relative to ground, 
means for charging another portion of 
said plates to a potential in the oppo- 
site polarity relative to ground,. means 
for deriving a potential substantially 
equal to the combined potential across 


Subscribe Now 


Receive the greatest trade paper in the Industry—Air 
Conpirioninc & Rerriceration News. Published every week. 
Brings you latest news and vital information on household 
refrigeration, commercial refrigeration, air conditioning, 
home freezers; manufacturing, distributing, retailing, servic- 
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said two portions of said collector plates, 
and means for applying said derived po- 
tential across ionizing electrodes. 


2,469,259. AIR CONDITIONER. William 
E. Burgess, New Orleans, La. Application 
Feb. 7, 1946, Serial No. 646,108. 1 Claim. 
(Cl. 62—129.) 

An air conditioner comprising an outer 
casing open at one end and having an 
insulating lining, a pair of refrigerant 
liquid containers in said casing extending 
along the length thereof and spaced apart 


transversely of said casing forming an 
= 


air conductor therebetween opening 
through the open end of said casing, re- 
frigerant containers in each of said 
liquid containers spaced from the walls 
thereof providing liquid conducting pas- 
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sages about the refrigerant containers, 
a header at the closed end of said casing 
connecting said liquid containers and ex- 
tending through opposite side walls of 
said casing, tubes between said spaced 
liquid ‘containers extending across said 
air conductor, an air inlet pipe through 
a side wall of said conditioner at the 
closed end communicating with said air 
conductor, a fan in said air conductor 
for flowing the air between said liquid 
containers and over said tubes and means 
for circulating the liquid through said 
liquid containers, said tubes and_ said 
header. 


2nd Quarter Earnings Put 
Thor In Black for 1949 


CHICAGO — Thor Corp. earned 
$233,053, or 66 cents a share, on net 
sales of $6,318,344 in the second 
quarter ended June 30, Raymond J. 
Hurley, chairman, recently reported 
to shareholders. 


While below the _ corresponding 
1948 quarter’s net profit of $589,389, 
or $1.34 a share, and sales of 
$9,695,320, the second quarter totals 
showed marked improvement over 
those of the first three months of 
1949, when a net loss of $131,522 
was reported on total sales of 
$4,923,034. 


The net effect was earnings of 
$101,531, or 29 cents a share, and 
sales of $11,241,378 for the first half 
of 1949. This compared with a net 
profit of $1,428,052, or $3.24 a share, 
and sales of $18,920,909 for the same 
period last year. 


CLASSIFIED ADVERTISING 


RATES for “Positions Wanted” $5.00 
per insertion. Limit 50 words. 10¢ per 
word over 50. 

RATES for all other classifications $7.50 
per insertion. Limit 50 words. 15¢ per 
word over 50. 

ADVERTISEMENTS set in usual classi- 
filed style. Box addresses count as five 
words, other addresses by actual word 
count. Please send payment with order. 


POSITIONS WANTED 


DO YOU have a help problem? Let us 
solve yours. Select from our graduates 
the man qualified to handle your work. 
We have men available for all parts of 
the country, who have completed 34 weeks 
of practical shop refrigeration and some 
who have also completed our practical 
advanced training course in air condition- 
ing. Many are very well qualified. THE 
ST. LOUIS SCHOOL FOR ELECTRICITY 
AND REFRIGERATION, INC., 6767 
Southwest Avenue, St. Louis 17, Missouri. 


SERVICE MANAGER or field’ service 
engineer. Twenty-three years experience 
in commercial refrigeration and air condi- 
tioning installation and service up to and 
including 300 ton systems. Have managed 
own sales and service business in the 
South most of time. Location immaterial. 
BOX 3263, Air Conditioning & Refrigera- 
tion News. 


POSITIONS AVAILABLE 


WANTED: REFRIGERATION mechanic 
with knowledge of both household and 
commercial refrigeration for small town 
with large REA territory. High and dry 
climate; good hunting and fishing. State 
experience in first letter. LAMBERT 
ELECTRIC COMPANY, Hay Springs, 
Nebr. 


SPLENDID OPPORTUNITY for qualified 
sales representative to replace recently 
deceased Southeastern states district man- 
ager. Suggested location Georgia or 
northern Florida. Prefer local man. Posi- 
tion includes supervision of appointed 
distributors and direct sale of larger 
capacity refrigeration and PakIce equip- 
ment. Please forward complete informa- 
tion. THE VILTER MANUFACTURING 
COMPANY, Milwaukee 7, Wisconsin. 


SALESMAN: Draft beer equipment, pref- 
erably with Kold-Draft experience for 
Jacksonville and Orlando, Florida terri- 
tory. Unlimited opportunity for aggres- 
sive man. Permanent connection. Give 
full particulars, experience and references 
in first letter. WATERS EQUIPMENT 
Co., INC., 1215 West Central Ave., Or- 
lando, Florida. 


REFRIGERATION ENGINEER, with ex- 
perience in household refrigeration, for 
very interesting sales position with large 
parts manufacturer. Prefer man, thirty 
to thirty-five years of age. Give all 
details in first letter. Our employees 
know of this ad. Reply BOX 3260, Air 
Conditioning & Refrigeration News. 


ESTABLISHED MANUFACTURER of re- 
frigeration equipment including home and 
farm freezers, milk coolers and commer- 
cial refrigeration equipment has a number 
of openings for district sales managers. 
New national sales plan affords very 
attractive opportunity for men _ experi- 
enced in the sale of refrigeration equip- 
ment. Send complete information to BOX 
3265, Air Conditioning & Refrigeration 
News. 


SALES ENGINEERS wanted by growing 
manufacturer of heat transfer equipment 
for Middle West territories. Excellent 
opportunity for men with technical back- 
ground and interest in advancement with 
growth of business. Write giving full 
particulars of experience, etc. BOX 3266, 
Air Conditioning & Refrigeration News. 


REFRIGERATION ENGINEER: With ex- 
perience in the development of household 
units wanted to handle a development 
program, directing the efforts of other 
engineers. Please give complete history 
in reply which will be kept eonfidential. 
BOX 3269, Air Conditioning & Refrigera- 
tion News. 


SALES MANAGER: Basic manufacturer 
and distributor of products sold princi- 
pally through refrigeration wholesalers 
needs full time services of highly qualified 
representative. Must be under 45 and 
willing to travel extensively in area east 
of Mississippi. Salary and expenses. BOX 
3270. Air Conditioning & Refrigeration 
News. 


SALES MANAGER: National commercial 


refrigerator company has opening for 
branch manager in Connecticut office, and 
in Albany office. We are seeking experi- 


enced, aggressive, hard-hitting men for 
each branch, who are looking for a future. 
Write complete details. BOX 3271, Air 
Conditioning & Refrigeration News. 


EQUIPMENT FOR SALE 


DOMESTIC REFRIGERATORS—AIl com- 
plete, including units, from $5 up. 
Standard brands, as is, large or small 
quantities. Great opportunity for dealers 
and service men. APPLIANCE PRODUC- 
TION CORP., 59 Crosby St., New York 
i &. FY. 


HEAT EXCHANGERS and _ receivers. 
Various sizes. Brand new in original 
crates at less than manufacturer's cost. 
BIMEL CoO., Cincinnati, Ohio. 


WATER COOLERS—Kelvinator, crated, 
ten gallon capacity—each $149.00. Double 
duty cases, new, porcelain in and outside. 
50” high with tubing valve coils, triple 
glass, sliding doors top, swinging bottom, 
mezzanine shelf, 6 ft., $395.00—8 ft., $475.00 
—10 ft., $550.00—12 ft., $625.00. Finest 
equipment available. F.O.B. Phila., Pa. 
GENERAL REFRIGERATOR CoO., 856 No. 
Broad St., Philadelphia, Penn. Phone 
ST. 7-2240 & 2241. 


BRAND NEW Chrysler Airtemp condens- 
ing units, open type, air-cooled, complete 
with control: 4 H.P., model B-25A, $59.00 
ea.; 4% H.P., model B-33A, $69.00 ea.; % 
H.P., model B-50A, $89.00 ea.; % H.P., 
model B-75A, $109.00 ea. Prices are net, 
FOB NYC—subject to prior sale. Please 
accompany orders with deposits; balance 
s/d or COD. GENERAL REFRIGER- 
ATORS CORPORATION, 678 Broadway, 
New York 12, N. Y. 


SPECIAL CLOSE-OUT—250 Liberty Motor 
& Engineering Co. refrigeration compres- 
sors. New—% hp.—sealed. For use with 
“Freon” (F-12). Can be adapted to low 
temperature cabinets, milk coolers, or for 
any ordinary air compressor or high 
grade vacuum pump. F. L. JACOBS Co., 
1100 W. 21st St., Indianapolis, Ind. 


SPECIAL OFFERING subject to prior 
sale. Brand new in original crates. Gen- 
eral Electric condensing units model CWS 
complete with motor and back pressure 
control. %4 hp., $65; % hp., $75; % hp., 
$85. Other sizes and makes also available. 
MANN REFRIGERATION SUPPLY CO., 
15 Astor Place, New York 3, N. Y. 
GRamercy 3-8000. 


THERMOSTAT SWITCHES—Ranco type 
“B” #2503B. Cut in 26°—cut out 5°. 
Brand new—lots of 50—.90¢ each. Lots 
of 100—.75¢ each. Lots of 1000—.50¢ each. 
2000 units available. SKYPRODUCTS, 
Box 6R, Ottsville, Pa. 


BRAND NEW Kramer Trenton Thermo- 
banks: #TV75 complete—including blower, 
Thermobank, solenoid, Tork clock, heat 
exchanger, strainer, 95.63 ea. #TV103 
complete—including blower, Thermobank, 
less solenoid, Tork clock, heat exchanger, 
strainer, $99.40 ea. Comb. #07 complete— 
including blowers, Thermobank, solenoid, 
Tork clock, heat exchanger, strainer, 
$175.00 ea. Comb. #1 complete—including 
blowers, Thermobank, less solenoid, Tork 
clock, heat exchanger, strainer, $158.03 ea. 
Universal units—heavy duty, complete 
with Ranco pressure controls: 25FS 4 
H.P. air cooled, $53.20 ea. 2” FPT Perfec- 
tion, $15.00 ea. 244” FPT Perfection water 
regulating valve, $20.00 ea. 3” FPT 
Simoniz water regulating valve, $35.00 ea. 
3” FPT Perfection water regulating valve, 
$25.00 ea. Electric motors, single phase: 
2 H.P. Century, 110/220, 60 c, $59.12. 
Universal hermetic unit: S13L-1 % H.P. 
low temperature, $49.50. Tecumseh com- 
pressor bodies, 2300 % H.P., twin cylinder, 
complete with flywheel and service valves, 
$18.50. Electric motors—3 phase: 3 H.P. 
Wagner 220/440-v, 60 c, $51.09. 5 H.P. 
Wagner, 208-v, 60 c, $60.85. 5 H.P. Wag- 
ner, 220/440-v, 50/60 c, $60.85. 10 H.P. 
General Electric, 380-v, 50 c, $101.01. 10 
H.P. General Electric, 220/440-v, 50 ec, 
$101.01. 10 H.P. Wagner, 220/440, 50/60 c, 
$101.61. Cutler-Hammer magnetic starter, 
50% lower than jobber quotations: CH- 
9584H283, size 0, $7.50. CH9584H285, 0, 
$7.50. CH9584H295, 0, $7.50. CH9584H330, 
size 1, $8.00. CH9584H331, 1, $8.00. CH- 
9584H335, 1, $8.50. CH9584H347, 1, $8.00. 
CH9584H517, 1%, $9.00. CH9584H518, 1%, 
$9.00. Low pressure controls: type PH— 
20” V, 40# range 5-30# differential 10-26% 
setting, Cutler-Hammer, $2.95. Receiver: 
1 H.P. air cooled with shut off valves, 
$5.00 ea. American Injector oil separators: 
#400S 3%” inlet, %” outlet, $5.00. % H.P. 
condenser, 3 pass, $6.00. Penn low pres- 
sure control, #260 APO1 style 5 20” Vac. 
to 50 Ibs. min., 5 Ibs. to 40 Ibs., $4.50 ea. 
Penn pressure control, type L, model 
LPX, style 5, 20” Vac. to 50 Ibs. min. 
5 Ibs. to 40 Ibs., $4.50 ea. Cutler-Hammer 


. 


A.C. across the line magnetic starters, 
9586-H732, 208/220-v, 60 cyl., $15.00 ea. 
White-Rodgers elec. hydraulic action tem- 
perature controllers, A-218, $4.50 ea. 
White-Rodgers eléc. heavy duty line volt- 
age, thermostat hydraulic action #196 
40°—80°, $4.50 ea. Detroit Lubricator 
thermostat #250 cut in 28°, out 34°, model 
RL—range 0—60, $4.50 ea. Cutler-Hammer 
9508-N67, fan economizer. thermostat temp. 
applications without overloads, $2.10 ea. 
Scott check valve %” FPT #87 ‘‘Freon,” 
$1.25 ea. Scott check valve %” FPT #87 
“Freon,’’ $2.00 ea. Scott check valve %” 
solder conn. Fig, 30C, $4.25 ea. Scott check 
valve 1” solder conn. Fig. 30C, $4.25 ea. 
Scott check valve 114” solder conn. Fig. 
30C, $4.25 ea. Henry 1%” FPT check 
valve type 21C, $7.00 ea. General Controls 
magnetic gas valve #3R313—Int. Thd. 1144” 
N.P.T. inlet & outlet, $11.00 ea. Alco 
Valve Co. magnetic solenoid valve type 
$220, 110 volt, 60 cycle, $10.00 ea. Alco 
Valve Co. magnetic solenoid valve, type 
$200, 220 volt, 60 cycle, $10.00 ea. Alco 
Valve Co. magnetic solenoid valve, type 
M635, 220 volt, 60 cycle, $10.00 ea. Detroit 
Lubricator thermostatic exp. valve 1-3 ton 
rating, $5.00 ea. Sporlan Valve Co. expan- 
sion valve, type 1TGF ‘‘Freon’’ high 
temp., $5.00 ea. Spoehrer Lange expan- 
sion valve NA-10L (ammonia), $7.00 ea. 
Henry Valve Co. valve B-502C ‘‘Freon” & 
methyl, $2.00 ea. Crane Co. std. brass 
disc angle valve, type # 2, 4” F.P.T. 
inlet & outlet, $1.25 ea. Mueller 2-way 
4” shut off valve, $1.25 ea. Henry Valve 
54” OD relief valve B502-C, $2.95 ea. 
Mueller 5%” OD angle valve, $1.50 ea. 
Minn.-Honeywell surface aquastat, LA409- 
B1XOA1, range 100 to 200 F., $3.50 ea. 
U.S. Gauge Co. 21%” compound gauge 30# 
vac. 604 comp., $1.50 ea. Faraday Zero 
Sentinel Alarm System with control and 
light, $3.25 complete. Send for free folder. 
All materials are new, shipped F.O.B. 
N. Y. No order too small. Don’t wait 
send your order now. TRACO INDUS- 
TRIAL CORPORATION, Dept. 3, 455 
Eleventh Ave., New York 18, N. Y. 
BRyant 9-1324, 


HERMETICS, BRAND new Kelvinator % 
H.P. fan cooled, model S-20 medium tem- 
perature, 115 volt, 60 cycle. Price F.O.B. 
Chicago, lots 1 to 10 $44.50; lots 10 or 
more $37.50 ea. Packed original factory 
crates. Deposit with order 10%, balance 
C.0O.D. Write or wire UNITED PROD- 
UCTS CO., 27 S. Desplaines St., Chicago 
6, Illinois. Dept. O-89. 


DEHYDRATORS—Closing out stock of 
popular makes, D.F.N., Weatherheads, 
and Mueller 4” and %” male flare. One 
ton dryer @ $1.35. Three ton dryer @ 
$2.00 in job lot of 25 or more. Send check 
or money order. BOX 3268, Air Condition- 
ing & Refrigeration News. 


BUSINESS OPPORTUNITIES 


PARTNER WANTED! Active or silent— 
by a sales & service organization. Estab- 
lished 19483—has excellent reputation in 
large northern New Jersey city. Oppor- 
tunity to expand if present capitalization 
can be doubled—approximately $10,000 
required. If active partner, must be 
experienced in either sales or _ service. 
BOX 3262, Air Conditioning & Refrigera- 
tion News. 


ATTENTION AIR conditioning equipment 
manufacturers. Sales organization now 
doing large volume of business selling 
direct to consumer desires to handle com- 
plete line of window air conditioning unit 
on distributorship basis. If you have a 
reliable product that can be sold at a 
popular price, let us hear from you. We 
have the organization to do a real job 
for you. References exchanged upon re- 
quest. BOX 3272, Air Conditioning & 
Refrigeration News. 


SCHOOLS 


DETROIT AIR Conditioning Institute is 
accepting applications for enrollment in 
fall term classes starting September 13 and 
October 25. Fully GI approved courses 
in air conditioning, refrigeration, heating. 
ventilating, sheet metal layout, heat pump 
engineering. Write for free information. 
DETROIT AIR CONDITIONING INSTI- 
TUTE, Dept. D, 4125 Grand River, De- 
troit 8, Michigan. 


ATTENTION CONTRACTORS—Dealers— 
Servicemen. Norge sealed units remanu- 
factured and exchanged. Immediate de- 
livery from stock. 1 year guarantee. 
Write for prices and shipping instruc- 
tions. MODERN REFRIGERATION Co.. 
INC., 12541 E. McNichols Road, Detroit 5. 
Michigan. 
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Refrigeration Problems 


and their Solution 
by Paul Reed 


For Service and Installation Engineers 


How To Compute 
Head Pressure (2) 


HEAD PRESSURE WITH 
EVAPORATOR TEMPERATURES 
AT ‘MINIMUMS’ 


Now let us examine what happens 
when the evaporator temperature is 
less than the maximums of 5°, 25°, 
and 45°. Take the medium-tempera- 
ture unit for example. The maximum 
average evaporator temperature on 
which it should be used is 25°, but 
suppose that it is operating on 0° 
evaporator. We could call this the 
“minimum” evaporator temperature 
for a medium-temperature unit. I 
the evaporator was to be less than 
0°, most certainly a low-temperature 
unit would be used. 

But on a 0° evaporator, the me- 
dium-temperature unit would be 
operating at about 55 to 60% of its 
B.t.u. capacity when operating on a 
25° evaporator. So the load would be 
off almost one half, so the head pres- 
sure would be down very consider- 
ably. 

Just how much it would be down 
would depend on the design of the 
condenser, etc., but instead of the 
temperature difference between the 
condenser and the room air being the 
maximum 35°, it would be only about 
20°. 

In a 75° room, instead of the con- 
densing temperature being 75° + 35° 
or 110°, it would be 75° + 20° or 95°. 
If the refrigerant were ‘‘Freon-12,” 
the head pressure would be 108 
p.s.i.g., corresponding to 95°, instead 


~ then would be 0°, 
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PRODUCTS ' 


IDEAL cooter corPoRATion 
2933 EASTON AVE., $7. LOUIS 6, MO. 


 -2-SEE 
Soy LIQUID INDICATORS 


ei y) E-Z TO SEE THRU 
a Both sides of the body are open to let in 
light through the tubular high pressure 
gauge giass 


POSITIVELY LEAK PROOF 


Can't leak - springs automatically maintain 
force upon the neoprene gaskets to form a 
positive sea! around the glass the 
higher the pressure the tighter the seal 


PERFECTLY SAFE 


Glass is protected by unique slotting ar 
rangement in the brass body glass 
actually "Floats" perlectly sate at 
pressures up to S00 PSI 


In mole flare, temale X mate flore & OD sweat connections (4% %&& *') 


7 | C oO INCORPORATED 


ZELIENOPLE, PA. 


Paul Reed 


Table I 


Temperatures to Add to Room Temperatures 
to Get Condensing Temperatures 


Type of Unit 

20° 
Low temperature -20° 
Medium temperature ...... 0° 
High temperature 


eee eee eee 


of 136 p.s.i.g., corresponding to 110°. 

So the temperature rise of the con- 
denser, when the unit is operating 
on about 25° less than the maximum 
evaporator temperature with which 
it should be used, is 20° instead of 
35°. Moreover, this is true of the 
low-temperature unit and of the high- 
temperature unit. 

If the low-temperature unit is op- 
erating on a -20° evaporator (25° 
below the maximum 5°) the con- 
denser temperature rise will be about 
20° instead of 35°. Therefore, in 
the 75° room the head pressure will 
be about 108 p.s.i.g. for “Freon-12,” 
just as it was for the medium-tem- 
perature unit operating in a 0° 
evaporator. 

This is also true of the high-tem- 
perature unit. Operating on a 20° 
evaporator (the maximum 45° less 
25°) and in a 75° room, the condens- 
ing temperature will be 75° + 20° or 
95°, and the head pressure 108 
p.s.i.g., the same as for the medium- 
temperature unit on a 0° evaporator 
and a low-temperature unit on -20° 
evaporator. 


5° BELOW MAXIMUM 


But suppose the evaporator tem- 
perature is just a little, say 5°, below 
the maximum. For the three types 
of units, the evaporator temperatures 
20°, and 40° 
instead of the maximums 5°, 25°, 
and 45°. Then the rise in condenser 
temperature would be about 30° in- 
stead of 35°. 


Saying it another way; the con- 


| densing temperature would be 30° 


above room temperature. So in a 
75° room, with “Freon-12” units with 


0°, 20°, and 40° evaporators, respec- ° 


tively, the condensing temperature 
would be 75°+ 30° or 105° and the 
head pressure 126 p.s.i.g. correspond- 
ing to 105°. 

After the first 5° drop in evapora- 


| tor temperature, the condensing tem- 


perature will probably drop a little 


| more slowly. So if the evaporator 
| temperature is off about 10°, that is, 


10° below the maximums of 5°, 25°, 
or 45°, the condensing temperature 
will probably drop only about 714°, 
so you would use 27%° instead of 
30° or 35° as above described. 


The same is true of the next 5° 
drop in evaporator temperature and 
in fact, succeeding drops of 5° in 
evaporator temperature. For each 
of those 5° drops, take off about 
21%° from the condensing tempera- 
ture. 

Table 1 shows on the first line, 
the temperature differences between 
the air-cooled condenser and room 
temperature, for the evaporator tem- 
peratures shown just below for the 
three types of units. 


SUMMARY 
1. Determine the room tempera- 


ture, or better, the temperature of 
the air going into the condenser. 


2. Find if the unit is the low, 


SS 4 — 


22%° 25° 27%° = 30° 35° 
- -15° -10° - 5° 0° 5° 
5° 10° 15° 20° 25° 


25° 30° 35° 40° 45° 


medium, or high-temperature type. 

3. Determine the evaporator tem- 
perature. Unless there is excessive 
pressure drop, this can be determined 
by looking up the suction pressure 
_in the temperature-pressure table for 
the refrigerant being used, and then 
finding the temperature correspond- 
ing to the suction pressure. 


4. From Table I pick out the tem- 
perature to add to the room tempera- 
ture. 


5. Add this to the room tempera- 
ture. This gives you the condensing 
temperature. 

6. Look up this condensing tem- 
perature in the refrigerant table and 
find the corresponding pressure. This 
is the approximate head pressure 
that your gauge—if it is accurate— 
should show. 

This method is not exact, but it 
will give very close answers. If 
properly computed, head pressures 
determined by this method are about 
as close as an ordinary high-pressure 
gauge can be accurrately read. Care 
must, of course, be used in using 
reasonably accurate thermometers 
and reading them accurately. 


Linde Manual Uses Photos 
To Outline Step-by-Step | 
Welding, Cutting Process 


NEW YORK CITY—Published by 
The Linde Air Products Co., 30 E. 
42nd St. here, is a new “Welding 


na Cutting Manual” available at a 


cost of $1.80. 

This new handbook on the oxy-a- 
cetylene process should be useful as a 
reference and instruction book for 
anyone who does welding and cutting. 
The style is simple and easy to read 
and instructions are given in step- 
by-step photographs of actual re- 
pair jobs. 

While the book is written especi- 
ally for the repairman, farmer, ga- 
rage mechanic, and maintenance man 
there are hints, short-cuts, and in- 
struction material which will help 
any welding operator do a better job. 
For example, Chapter 10 shows over 
100 time and labor-saving things to 
make. There are detailed plans for 
making machinery guards, trailers, 
shop and kitchen. stools, benches, 
tools, and picnic grills. 

Other chapters give short-cuts and 
instructions for bronze-welding; 
fusion welding; soldering; hard-fac- 
ing; cutting steel and cast iron; heat- 
ing, forming, and straightening me- 
tals; welding and cutting pipe; as 
well as the welding of non-ferrous 
metals. 


The appendix contains useful charts 
and tables, a complete glossary of 
welding terms, and a list of 100 
repair jobs with recommended weld- 
ing methods. 


Replace it right 
with Kaan 


Rigid inspections and tests of all 
Ranco Controls, at the factory, insure 
accurate, positive operation under the 
most exacting conditions. You'll spend 
far less time . . . make greater profits 
on every replacement job when you 
replace it right with Ranco. Ask your 
Ranco wholesaler about the quality 
Ranco line—most complete line ever 
supplied to the trade! 


—most complete line of replacement 


controls on the market! 


Alert for Prospects 
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Dealer’s Carefully-Trained Servicemen 
Turn Repair Calls Into Appliance Sales 


MADISON, Tenn.—Reminding re- 
frigeration servicemen that they have 
“far more sales opportunities than 
the salesman himself” and arming 
them with a series of attractive offers 
to homeowners has been a potent 
means of building refrigerator sales 
for Lannom Electric Co., Fridigaire 
dealer here. 

E. E. Lannom, head of the firm, 
founded his business on a_ service 
basis, and now has three full-time 
mechanics, each of whom has re- 
ceived all of the Frigidaire factory’s 
sales training courses, as well as in- 
formal classes conducted by Lannom 
himself. 

The dealer pays each of his serv- 
icemen a worth-while commission on 
new refrigerators, and other appli- 
ances sold through their own efforts, 
and gives them a_ considerable 
amount of leeway in developing the 
sale. 

First, when out on the repair job, 
each serviceman makes out a “pros- 
pect list’? developed by Lannom, on 
which are listed all major appliances 
carried by the store. At some time 


during the service call, the service- 
man either asks the housewife, or 
“sniffs around” to see which major 
appliances and small appliances the 
home needs. This is turned over to 
Lannom, who follows up within a 
week, with goodwill already estab- 
lished. 

In addition to making out the pros- 
pect list, servicemen are free to go 
ahead and sell, wherever it is possi- 
ble. It isn’t unusual for a serviceman 
who was merely installing a new 
gasket and belt on a refrigerator to 
wind up selling a new refrigerator, 
range, and an automatic laundry, all 
from a friendly conversation with 
the housewife. 

Perhaps the most effective asset 
developed for serviceman-selling is 
the fact that anyone of the mechanics 
is entitled to leave a “demonstration 
model” on loan for a week, to back 
up his claims. Thus, if the home- 
owner is interested in a _ sit-down 
ironer, but has done nothing about 
acquiring one, the serviceman can 
arrange to have one delivered for a 
week’s trial. 


Refrigeration Maintenance 
Gives Miller Service Post 


CLEVELAND — Melvin D. Miller, 
who has had 17 years’ experience in 
Norge appliance service work, has 
been made manager of the appliance 
service division, Refrigeration Main- 
tenance Corp., it was announced 
recently. 

Announcement of the appointment 
was made by Warren W. Farr, presi- 
dent of the corporation and of Refrig- 
eration Sales Corp., recently appoint- 
ed exclusive Norge distributor in the 
northeastern Ohio territory. 


Miller began his service experience 
with a Norge dealer in Bellefonte, 
Pa., was service supervisor for 11 
years for the Columbus and Cleve- 
land Norge distributors. He joined 
the Norge national service organiza- 
tion on Jan. 1, 1948, and left this 
work to return to Cleveland to head 
up the local distributorship’s service 
operation. 


Carrier Corp. Schedules Fall 
Payment of Stock Dividends 


SYRACUSE, N. Y.—Dividends of 
25 cents per share on the common 
stock and 50 cents per share on the 
preferred stock of Carrier Corp. 
were declared today by the board of 
directors of the corporation. 

The common dividend will be pay- 
able Sept. 1 to holders of record at 
the close of business Aug. 15. 

The dividend on cumulative pre- 
ferred stock, 4% series, will be pay- 
able Oct. 15 to holders of record at 
the close of business Sept. 30, accord- 
ing to the company. 


Both New Superior Fluxes 
Have Low Melting Point 


CLEVELAND — Two new fluxes 
with highly desirable features have 
been developed and added to its regu- 
lar line of fluxes, according to a re- 
cent announcement by the Superior 
Flux Co. here. 

First is the No. 66 silver solder 
paste flux. Its oustanding characteris- 
tic is its extremely low melting point 
—650° F., and liquifaction is constant 
to 1650° F. The very low melting 
point causes the flux to wet and 
clean the metal faster. Other fea- 
tures are the low viscosity and ex- 
cellent capillary action. 

The second flux is No. 77 soft 
solder flux for use in soldering steel, 
silver, copper, brass, various alloys, 
and electoplated parts. It has the 
same properties as Superior No. 30 
liquid flux, but is now furnished in 
paste form for particular applica- 
tions. Because of the low melting 
point, it has a high wetting action. 
Its important characteristic is that 
its action is non-corrosive and the 
residues are soluble in water. 


ee 


TECHNICAL MANUALS 
PREPARED 


Commercial Refrigeration and air 
conditioning technical literature 
written in a manner easily under- 
stood by salesmen and customers. 


Over twenty years experience 
preparing application manuals, 
service manuals, specifications, 
catalogs and other technical litera- 
ture for manufacturers, distributors, 
jobbers and advertising agencies. 


Thermo-Dyne Co. 
18100 Patton Detroit 19, Mich. 


Kanco Due. 


COLUMBUS 1, OHIO 


World’s Largest Manufacturers of Refrigeration Controls 


| 
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... More than 20,000,000 controls now in use 
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an eye-catcher that 
wins admiration at first 
glance — and assures 
proud satisfaction in 
home color harmony 
even while the BEN-HUR 


Easier Sales — Low Dealer Inventory 


BEN-HUR’S combination of design- 
beauty and engineered food-freezing per- 
fection keeps Ben-Hur Dealer inventories 
low. And, because the feature-packed 
BEN-HUR Freezer is its own best ‘“‘quota 
buster,”’ dealer franchises need not be 
based on rigid volume demands. This 
means happier dealer relationships, high- 
est results for your selling effort—in freezer 
sales, profits, and long-lasting customer 
satisfaction. 


Be SURE to check the BEN-HUR Dealership 
story today! Start now towards a banner 
BEN-HUR YEAR! 


BEN-HUR MFG. CO. Dept. AC 634 East Keefe Avenue, Milwaukee 12, Wis. 


UR Sor ond HOME FREEZERS 


' 


reezer Sales Force 


Aucthr Foe in BEN-HUR 
FARM AND HOME FREEZERS 


TE TT is a trail-blazing sales feature that BEN-HUR Dealers are 
turning into bigger sales records every day! It’s a traffic-stopper that gives you 
a chance to turn the casual shopper more easily into a proud freezer owner! It’s 


i 
Good _ 
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to 
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CS 
Freezer goes on to pay for/* Guara 


BEN-HUR 12.5 Cubic Foot. =" 
Model 2129. eisee: .. - 
9.2 and 18.45 Cubic Feet. 


_ 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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AIR CONDITIONING & REFRIGERATION NEWS, AUGUST 29, 1949 


6 Colleges Contract with AsHve To Study 
Heating, Ventilating, Conditioning Problems 


SYRACUSE, N. Y.—Contracts for 
cooperative research in fundamental 
problems of heating, ventilating, and 
air conditioning, have been signed 
with six colleges and universities, it 
is announced by Alfred E. Stacey, 
Jr., of Syracuse, president of the 
American Society of Heating and 
Ventilating Engineers. 

The contracts are with the College 
of Medicine, University of Illinois, at 
Chicago; Case Institute of Tech- 
nology, Cleveland; Kansas State Col- 
lege, Manhattan, Kan.; Michigan 
State College, East Lansing, Mich.; 
Cornell university, Ithaca, N. Y.; and 
Columbia university, New York. 

Under such agreements, a grant of 
funds is made by the ASHVE to 
each institution which in turn utilizes 
its own laboratory facilities and 
faculty to perform the research under 
the direction of a technical advisory 
committee of the ASHVE. 

At the University of Illinois, Dr. 
Robert W. Keeton, head of the De- 
partment of Medicine, will continue 
studies on whether there is any shock 
upon human beings entering or leav- 
ing a cooled space from a hot and 
humid atmosphere. 

Studies in this field were started 
at the university 10 years ago, the 
contract having been renewed an- 
nually since then. Dr. Keeton and 
his colleagues have published several 
papers on the progress of this re- 
search. In their most recent paper, 
read at the ASHVE’s annual meeting 
this year, it was stated that there is 
little difference in the way persons 
with heart disease and those with 
normal hearts react to sudden change 
in temperature—no ill effects being 
observed in either case. 

Space and expanded’ facilities at 
Kansas State College for the study 
of heated air jets blown vertically 
down will be used to seek improve- 
ments in industrial ventilation. The 


The study of air friction in the 
various fittings attached to the rec- 
tangular ducts which carry air for 
ventilation purposes, is under the 
supervision of Lorin G. Miller, dean 
of engineering at Michigan State 
College. 

Prof. C. O. Mackey, of the Sibley 
College of Engineering of Cornell 
university, will continue his studies of 
the sol-air temperature concept—the 
combined effects of solar and sky 
radiation, solar absorptivity, tem- 
perature and air movement. 

An electrical analogue method is 
being employed by Prof. Carl F. 
Kayan, executive officer of the De- 
partment of Mechanical Engineering 
at Columbia university, to continue 
his investigation on the effect of idle 
pipes on the temperature field and 
the heat flow in a concrete slab. 


Nashville Sales Record - - 


(Concluded from Page 1, Column 4) 

Sales of refrigerators, home freez- 
ers, electric ranges, and water heat- 
ers totaled 6,812 for the three months 
this year, as compared with 6,116 in 
May, June, and July of 1948. Bulk 
of the 696-unit increase was chalked 
up in July, when 472 more appli- 
ances were sold than in July of last 
year. 

Of the 69 dealers who reported 
their sales for the month of July, 
the leading outlet had sold 156 units, 
including 129 refrigerators, 13 ranges, 
12 water heaters, and two freezers. 
Sales of the 
totaled 102 with 78 refrigerators. 

Refrigerators predominated the 
July total, 1,297 sales having been 
chalked up. There were also 503 
ranges, 506 water heaters, and 32 
freezers sold in the same month. 

How sales compared for the three- 
month period is shown as follows: 


study of high velocity air as it is 1949 1948 Increase 
used in factories to provide pure air May 2,416 2,334 82 
to men working in areas where fine June 2,058 1,916 142 
dust is prevalent, is a vital need of July 2,338 1,866 472 
industry. Prof. Linn Helander, head Total .... 6,812 6,116 696 


of the Department of Mechanical En- 
gineering, is in charge. 

Draftless ventilation with both 
heated and cooled air and the type 
of outlet form (nozzle, slot grille, or 
perforated panel) needed to achieve 
it, is the object of the research at 
Case Institute of Technology, under 
Prof. G. L. Tuve, head of the De- 
partment of Mechanical Engineering. 
Various air temperatures and veloci- 
ties will be investigated by Prof. 
Tuve, who is a past president of the 
society. 


Jacobson Heads Cincinnati 
Assn.’s Appliance Division 


CINCINNATI—Robert J. Jacobson, 
president of the Deepfreeze Distribut- 
ing Co., was elected president of the 
Major Appliance Div. of the Cin- 
cinnati Electrical Association at an 
annual meeting in the Cuvier Press 
Club. He succeeds Roy E. Smith of 
the Westinghouse Electric Supply Co. 


MASTER-BILT MILK-COOLERS 


Products of Master Craftsmen 
Powered by 


Kheclrusatov 


Hermetically-Sealed Units * Carefree Automatic Operation 


Rugged Construction Throughout 


Four Inches of Insulation 


Court Allows Macy’s To 
Sell Du Mont Tele Sets 
As Legal Battle Goes On 


NEW YORK CITY—R. H. Macy & 
Co., local department store, won the 
first round of a legal battle with 
Du Mont Laboratories over the for- 
mer’s right to sell the latter’s televi- 
sion receivers at less than suggested 
retail prices. 

Supreme Court Justice Henry Clay 
Greenberg ruled that Macy’s may 
advertise, offer for sale, take orders 
for, and deliver Du Mont sets. 

The decision pertained to a motion 
by Macy’s to remove a temporary 
injunction granted by Supreme Court 
Justice Dickstein. The stay restrained 
the store from advertising and de- 
livering Du Mont sets pending a 
ruling on Du Mont’s motion for a 
temporary injunction. 

However, the store was restrained 
from advertising that it is an author- 
ized dealer or distributor of Du Mont 
receivers until Aug. 24. On that date, 
Justice Greenberg was to rule on 
Du Mont’s motion. 

Prior to the hearing, Macy’s filed 
affidavits accusing Du Mont of violat- 
ing the Sherman Anti-Trust and 
Donnelly New York State anti-trust 
acts. Du Mont _ disenfranchised 
Macy’s Aug. 5 but the store con- 
tinued to offer Du Mont sets, slash- 
ing prices as much as 50%. 


Sturtevant Opens New Office 


ATLANTA—Westinghouse Electric 
Corp.’s Sturtevant Div., which manu- 
factures air conditioning equipment, 
opened a field office in Birmingham. 


Inspecting McQuay’s New Ice Maker 


H. Blake Thomas, vice president in charge of sales for McQuay, tells 
company’s national sales representatives about the new unit. 


Sepco Corp. New Neme of 
Automatic Electric Heater 


POTTSTOWN, Pa. — President 
Theodore E. Seelye of the Automatic 
Electric Heater Co., here, has an- 
nounced that, effective July 26, the 
firm was changed to Sepco Corp. in 
order to identify the company style 
more closely with the trade name of 
many of its products. 


No changes have been made in 


- company ownership, management, or 


policies. As in the past, the firm will 
continue to make Hyrdohot electric 
water heaters which are marketed 
in the plumbing and heating trades. 


McQuay Ice Maker- - 


(Concluded from Page 1, Column 4) 
cinnati; J. S. Cortines, Hollywood; 
R. W. Schreiber, Chicago; B. M. 
Packtor, New York; H. C. Hoover, 
Philadelphia; R. E. Davis, St. Louis; 
G. R. Klahn, Minneapolis; and R. J. 
Resch, E. H. Seelert, Philip S. Mor- 
ris, Geo. Kelting, H. Blake Thomas, 
K. R. Lundberg, E. M. Fox, and R. 
G. Strutzel, McQuay officials. 


Seeger Declares Dividend 


ST. PAUL, Minn.—The board of 
directors of Seeger Refrigerator Co. 
has declared a dividend of 25 cents. 


second-place dealer 


MORE CAPACITY—The capacity of an evaporator drops rather sharply 
when it is used at low temperature levels because of heavy frosting. 
The THERMOBANK evaporator is rated under actual low temperature 
operating conditions, guaranteeing full rated capacity on the job. 


THERMOBANK SAVES MONEY! 


Much of Master-Bilt’s outstanding 
cooling efficiency and operating 
economy are due to the extra thick 
layers of Fiberglas insulation which 
completely surround the inner tank. 
Four-inch thicknesses of this mate- 
rial are in the walls and two inches 
in the lid. It holds the cold in and 
keeps the warm air out. 


Master-Bilt construction and oper- 
ation is surprisingly simple... 
free from trouble-causing devices 
and gadgets. It is built to stay on 
the job! 


DISTRIBUTORS & DEALERS — There is 
some territory available. Investi- 
gate this profitable field. 


NO EXTRA MAINTENANCE—THERMOBANK defrosts itself. Since the : 
THERMOBANK is so infallibly automatic, eliminating electric heaters, brine “. 
and water sprays, it does away with extra maintenance labor. 


THERMOBANK SAVES MONEY! 


LESS OPERATING TIME—An ice-free evaporator gives more compressor 
_ capacity. This cuts sharply the operating time of the system and frequently 
permits the use of a smaller size compressor. 


THERMOBANK SAVES MONEY! 


NO SPOILAGE LOSS—Radical temperature changes in low temperature 
rooms cause serious dehydration. In the THERMOBANK the freezer 


temperature is practically constant. This eliminates deterioration and 


weg Tenens. THERMOBANK SAVES MONEY! 
Send for Catalog 16R-A 


THERMOBANK |: - - « - - THE STANDARD OF THE INDUSTRY! 


KRAMER TRENTON CO. Zrenton 5, WV. 


THERMOBANK - COOLMASTER - RADIAL UNITS PANEL UNITS -CUBERS - FINNED COILS- BARE TUBE COUS- HEAT INTERCHANGERS 
CONDENSERS Air Cooled, Water Cooled, Evaporative- WATER COOLING EVAPORATORS-BLAST COOLING COILS. BLAST HEATING COILS 


4 
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Choice of 7 popular models; 
shown above is Model CW-4-S. 
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MASTER-BILT | 
REFRIGERATION mFG.CO. 


920 PALM STREET + ST. LOUIS 7, MO. 
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